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Fuse Charen P REE The high cost of STOPPED motors is a sales opportu- 


4 handy guide to selection of proper ss elie 

rise fuses at @ glance, for the ade- nity for you. Show customers how they can eliminate 

quate protection of motors. Ask for a A 

Fuse Chart No. 19. needless stops which disrupt schedules, stop men, throw 
production out of step by using fuses which protect 


TIME along with the motors. 


Jefferson Super-Lag Renewable Fuses do not stop 
motors needlessly. They do not blow the moment cur- 
rent rises—do not blow if the overload is only momen- 
tary. But they operate positively before the actual 
danger time is reached. It is this "wait" which eliminates 
needless STOPPED TIME—which protects TIME along 


with motors. 


Sell protection against needless stops as well as 
“against motor burnouts by pushing Jefferson Super-Lag 
Fuses. Made in all capacities, knife-blade and ferrule 


types. 





JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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The secret of Jefferson Super-Lag 
performance is in the lag plate on 
the Super-Lag link. This plate delays 
the normal fuse action, provides a 


time interval or lag by absorbing 
temporary heat rise. This time-lag 


prevents the fuse from blowing on eI- 

harmless temporary overloads—saves 

needless STOPPED Time and link ——s U E 
replacements, 
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Notice ! 


The Headquarters 
of 
Electrical Wholesaling 
are now located at 
330 West 42d. St., 
New York City 


Wm. B. Heaps remains in 
Chicago as western business 
manager and A. B. Conklin, 
Jr., as editorial representative. 
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SQUARE D 


has a 
switch for 
every purpose 


OU know the “50,000 Series” of in- 
dustrial safety switches. Compact de- 
sign, large wiring space, front operation, 
positive pressure fuse clips and jaws, 
quick make and quick break and safety 
interlock. Inthis switch the blades andcon- 


tacts are mounted behind the fuse panel. 


Here is a new switch of the “80,000 


Series,” which has the same desirable 





features but has visible contacts and 
blades for the applications where visi- 


bility is an advantage. 


The new Square D “80,000 Series” 
safety switch is quick make and quick 
break, has elevated removable base, 
has front operated handle and modern 
cover design. It comes both fused and unfused, high and 
low voltage in two pole and three pole, 3 and 4 wire solid 
neutral and 3 wire switched neutral. 


The Square D line of safety switches 
GQUARET) 


ELECTRICAL EQUIPMENT 


[DI types are added as new requirements 


develop. Do not say “No” to any elec- 


is complete for every application. New 


SQUARE FT) COMPANY trical problem. The Square D man will 


0 PANEL Divisio 
DETROIT, MICHIGAN, U.S.A 


solve it for you. 
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The Outlook for 1935 


upon 1934 as a year of accomplishment. 

Sales were 30 per cent ahead of the pre- 
vious year. Profit rates improved. Progress 
was made in obtaining more satisfactory 
resale schedules from manufacturers. Bur- 
densome details in connection with the 
smaller lamp agents were eliminated. A 
code was finally secured and, in most dis- 
tricts, the local commissions have now or- 
ganized and started to function. Of even 
greater significance was the growth of the 
cooperative spirit within the industry, as 
evidenced by the organization of several 
new local associations and by the united 
front which the industry displayed at its 
Detroit convention. 

Because of this definite progress electrical 
wholesalers look forward to the new year 
with optimism. Further development of the 
team spirit appears inevitable and there is 
every indication of another substantial in- 
crease in sales during 1935. 

Dealers’ holiday business was excellent 
and orders should be immediately forthcom- 
ing to replenish depleted stocks. Money was 
spent with greater freedom than in several 
years, indicating a buying power and a de- 
sire for electrical appliances that augurs 
well for the months ahead. 

Radio sales for 1934 probably exceeded 
the previous peak established in 1929. All- 
wave receivers have re-kindled public inter- 
est in radio reception. This has not only 
opened up a vast replacement market, but 
it has resulted in a petceptible increase in 
the unit sale value of receivers. Increased 
leisure and, among farmers, a greater buy- 
ing power-are further indications of another 
record year in radio. 

Electric refrigerators likewise established 
an all-time record last year. Basing his esti- 
mate on an actual survey of buying interest 


F pon 1934 as wholesalers can look back 


among over 20,000 consumers, a leading 
refrigerator manufacturer predicts that 
sales for 1935 will exceed the 1934 peak by 
40 per cent. 


Last year witnessed substantial improve- 
ment in sales to industrial plants. Despite 
the considerable amount of modernization 
work which has already been done, it is con- 
servatively estimated that more than half 
of all American industrial machinery is ob- 
solete, due to recent improvements in elec- 
trical equipment. Furthermore, it is re- 
ported that 54 per cent of all industrial 
plants are operating with obsolete lighting 
equipment. Dividend declarations in No- 
vember were the highest in almost three 
years. This indicates increased profits and, 
therefore, increased industrial buying 
power. In addition, the threat of new taxes 
on reserves and surpluses will lead many 
plants to embark upon extensive moderni- 
zation programs during 1935. 


Single family homes are in the lead in 
FHA’s modernization program which is 
making steady progress and should continue 
to gain momentum. New construction, both 
residential and industrial, is expected to 
show improvement this year, although it 
may be 1936 before the necessary State 
legislation can be enacted and the Adminis- 
tration’s program gets into full swing. 


F course, there are some restraining in- 

fluences. There are still obstacles to 
overcome. 1935 will not be a boom year, but 
it will provide the electrical wholesaler with 
better selling opportunities than any of the 
past five years. 


7. Re tond 


EDITOR 
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Serv-U-Fones, the new private telephones for 
business and the home, should not be confused 
with many of the old style complicated telephones 
formerly offered for this service. Too often these 
old timers required someone with an "E.E."' degree 
to order them — someone with an electrician's 
license to install them—and someone with a big 
bank balance to pay for them. 


Serv-U-Fones are utterly different. They are 
compact handset type wall and desk telephones 
so simplified that even a child can assemble a 
system. Ordinary dry cells supply all necessary 
power for talking and signaling. A few simple 
wiring instructions are furnished with each system 
and virtually anyone with household tools can in- 
stall them. Retail prices for complete systems be- 
gin at $10.00 with liberal discounts prevailing for 
both wholesaler and dealer. In short, Serv-U-Fones 
are private telephone systems taken out of an 
engineering classification and placed on a sound 
merchandising basis. 


YOU WILL 
WAN DK 






A survey of the sales possibilities of Serv-U- 
Fones can probably begin in your own organiza- 
tion. ls your company now using a private tele- 
phone system? If not, it is likely that heretofore 
you have considered it easier to walk from de- 
partment to department rather than to go to the 
trouble and expense of installing a private tele- 
phone system. But now, with your system of Serv- 
U-Fones, you can TALK instead. 


Your need for an inexpensive, easily-installed tel- 
ephone system is duplicated in thousands of offices, 
homes, factories, stores, etc., in your territory. 
Astute merchandisers will recognize the advan- 
tages of being among the first to cultivate this 
profitable field. Full information concerning dis- 
counts, cataloging and display material will be 
sent to all recognized: wholesalers and dealers. 
Write or wire today. 


AMERICAN AUTOMATIC 
ELECTRIC SALES COMPANY 


1033 West Van Buren Street Chicago 








A 


x he. 
WHOLESALING 


Fermerly Gre Jobbers Salesman 





FOR JANUARY, 1935 


What the Contractors’ Code 
Offers the Wholesaler 


Wholesalers’ salesmen can stabilize their contractor ac- 
counts by becoming familiar with the contractors’ code 
and selling only to those who comply with its provisions 


By S. G. HEPLER 


Chairman, |ith Region 
Electrical Contractors’ Code Authority 


OR a great many years, wholesalers have doubtless 
Fisica that electrical construction work might be bid 

according to plans and specifications in such a manner 
as to eliminate substitution and chiseling by the contrac- 
tor. This becomes mandatory under the electrical con- 
tracting code which further requires that all work must 
be done in accordance with local and national inspection 
requirements. This provision eliminates the use of sub- 
standard materials, including imported materials not ap- 
proved by inspection departments. 

These two objectives, alone, to be reached through 
compliance of all electrical contractors with their code, 
will mean that the wholesaler’s business with his chief 
customer, the contractor, will be placed on a much more 
sound, safe and profitable basis than ever before. 

“How can I help in this work ?” inquires the wholesaler. 
In answer to that, I shall not attempt to analyze the 
entire contracting code, but rather to dwell upon a few 
salient features, where cooperation on the wholesaler’s 
part will be most beneficial at the moment. 

Since the wholesalers’ salesmen are missionaries in the 
field, it behooves the wholesaler to see that they take an 
active part in broadcasting information concerning the 
contractor’s code and its advantages, in some systematic 
way. The most important features with which they 
should familiarize themselves are these: 


From now on, the contractor not complying with 
his code is going to find his payments held up. 
That means that in all probability the wholesaler’s 
will be held up also. This applies at the moment 
on all Federal or public works jobs, but is rapidly 
extending to all work, especially when a contractor is 
charged with code violation, and his customer is notified 
of the violation. This presents a radical departure from 
wholesaler-contractor relationship as we have known it 
in the past. 

Under the new arrangements, the contractor is obli- 
gated to bid according to plans and specifications, and 
any subterfuge becomes a code violation. The section 
of the code which defines competitive bidding states that: 

“(a) The term ‘competitive bidding’ as used herein shall 
mean the submission at or before a definite predetermined 
time of comparable proposals by two or more invited persons 
to an awarding authority to execute a specific program of 
work, furnishing a definite service or supplying a material 
specifically required for a particular project at a stipulated 
price. This does not mean furnishing quotations on standard 
products. 

“(b) The term ‘awarding authority’ as used herein shall 
mean any member of the industry who may upon competitive 
bidding award contracts.” 

The wholesaler is strongly urged to caution his sales- 
men not to intentionally or otherwise become a party to 
a violation of the contractors’ code as, directly or in- 
directly, they might assume responsibility for such viola- 
tion to a certain degree. 

This responsibility extends farther than might be 
thought, since the bulk of work is now subject to im- 
mediate check-up. Not only is government and public 
work under strict supervision, but all work which is 
financed directly or indirectly by the government comes 
in the same category, whether in connection with home 
building and modernizing or with industrial buildings. 


Ss 





An order by President Roosevelt, dated March 14, 
1934, requires that the construction industry’s code “Ap- 
plies to all contracts authorized by any state, municipal 
or local subdivision in connection with projects carried 
out wholly or in part with funds loaned or granted by 
any agency of the United States.” 

On all home modernization and industrial rehabilita- 
tion work, the owner comes into the picture in spite of 
himself. This is because of an owners’ compliance clause 
in the “Electrical Contractors Code Compliance” form, 
which the contractor 
must sign and turn in 


That old bugbear of the contractor, and one which 
indirectly works to the disadvantage of the wholesaler 
is “bid peddling.” Here is the most significant thing 
which the code says on this subject, and which the whole- 
saler’s salesman should emphasize to his customers at 
every opportunity : 

“(a) The practices commonly known as ‘bid peddling’ or 
‘bid shopping’ are recognized as unfair and are prohibited. 
Bid peddling in effect means the offering by the bidder prior 
to the making of an award of a substitute bid or price lower 
than the one originally bid without a commensurate decrease 

in the requirements of 
the job. The correction 





to his bid depositary. 
This clause states: 
“This bid is submit- 
ted with the under- 
standing that the own- 
er, bid-taker, or 


. . GID crvccccesssccosssossoveccsonevesepenccncssesoosesssscnscesvsssosscessecsnenseoees 
awarding authority 
will agree to comply located at 00... ra é aes 
with the provisions of 
a a ee 


Electrical Contractors Code Compliance 


Attached to and forming a part of Bid for Electrical Work 


of the abuses resulting 
from such practice is ob- 
tainable by regulation 
restricting or controlling 
bidders. 

“(b) Bid shopping in 
effect means the effort 
(Project) on the part of the 
awarding authority to 
induce a bidder prior to 
the making of the award 
to lower his original bid 





the code governing 
owner’s compliance, 
competitive bidding 
and bid filing. Non- 
compliance with this 
agreement shall render 
this bid null and void.” 

A sample of this 
form for all bids is re- 


Owner, Bid Taker or Awarding Authority 


BIDDERS COMPLIANCE 


The Bidder hereby certifies that this bid is offered in accordance with the provisions of Chapter I of 
the Code of Fair Competition for the Construction Industry and Chapter VI for the Electrical Con- 
tracting Division; and that the performance of any contract awarded to the undersigned on the basis 
of this bid, will be in accord with the requi ts of said Code. 





BID FILING 


In accordance with Article VII of Chapter I and Article IV of Chapter VI of the Code; and the local 
regulations governing Bid Depositories, a sealed duplicate copy of this bid has been filed with 


price without a com- 
mensurate decrease in 
the requirements of the 
job. The correction of 
the abuses resulting 
from such practice is 
obtainable by regula- 
tion restricting or con- 
trolling bidders.” 
Since the wholesal- 





produced, and it is im- 
portant for the whole- 
saler and his salesmen 
to be familiar with it. 
Through this instru- 
ment, it can be seen 
that all of us are close- 
ly tied in; owner, con- 
tractor and wholesaler. 
The throwing out of 
a contractor’s bid or Signed . 
his punishment for 
code violation after 
having undertaken the 
work affects the financ- 
ing of the project. A 


Address 


By 


Dated 





for this Area as approved by the Electrical Contractors Code Authority. 


OWNERS COMPLIANCE 


This bid is submitted with the understanding that the owner, bid taker, or awarding authority will 
agree to comply with the provisions of the Code governing owners compliance, competitive bidding 
and bid filing. Non-compliance with this agreement shall render this bid null and void. 


Electrical Contractor (Bidder) — 


er’s objective is to sell 
electrical materials and 
products to the con- 
tractor, here is another 
code requirement that 
should particularly in- 
terest him, the observ- 
ance of which among 
contractors should 
prove to his advan- 
tage. This section, en- 
titled “Selling Below 
Cost,” provides that: 
dis ia “A. No member of 
this division shall quote, 


sell or offer to sell any 
product, installation, or 


sesssssseeseseseneeee(Name of Depositary) 


cosssssseseeseee Official Bid Depositary 








wholesaler certainly 
does not wish to see a 
large order he was 
about to get through a contractor customer go “haywire” 
because the contractor either “forgot” his code require- 
ments ; did not understand them, or failed to properly fill 
in the compliance form. Neither does he wish to see 
payment held up because of code violation somewhere 
in the chain. 

It seems important that the wholesaler insist that his 
salesmen be familiar with these matters. They should 
urge upon their customers strict compliance with their 
code and cooperation with the code administrative au- 
thority. The salesmen should be so thoroughly grounded 
in this code that they can discuss its advantages with the 
contractors and particularly discourage conniving and 
chiseling of the kind that has been going on for years, 
and which some contractors think may still be carried 
on, even in the face of severe penalties. 
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Owner's compliance is covered by this form which must be filed by contractor 


other service within this 
division at less than his 
individual cost thereof, 
cost for the purpose of 
this rule to be determined pursuant to the cost finding and/or 
estimating methods provided for in Section 4 of this Article. 

“B. The term ‘cost’ as used in this section is defined as 
the sum of the following items of cost: 

(1) Materials 

(2) Labor 

(3) Job expense which shall include: (a) drafting; (b) 
delivery of materials; (c) Transportation of employes, if 
any; (d) Hotel expense for employes, if any; (e) Municipal 
permits, inspection fees. if any; (f) public liability and com- 
pensation insurance; (g) Code Authorities’ fees chargeable to 
job. 

(4) Overhead expense, including items of depreciation, 
unused facilities, interest on indebtedness, interest on invest- 
ment or selling expense (Estimating expense shall not be con- 
sidered as selling expense, for the purpose of this para- 
graph 4.) 

From time immemorial, it has been the wholesalers’ 
contention that the contractor undersold himself; that he 
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took work too cheaply because he did not know his over- 
head, that he was prone to cut below his competitor’s 
price. There has been plenty of truth in such estimates of 
the contractor, but now the code comes along to prevent 
him from doing these things. As interested parties, we 
ask the assistance of the wholesaler to do his best to make 
the contractors’ code 100 per cent efficient. 

“Just what am I to do as my part?” asks the wholesal- 
er’s salesman. “How shall I go at it to cooperate ?” 

First, become familiar with the code itself. It is not 
long or hard to assimilate. It consists of two chapters 
within the construction industry code. Then talk with 
your contractors when the opportunity presents, and help 
them to gain a better understanding of its importance 
and benefits. 

Specifically, it is to your interest to find out if important 
work for which you are selling or hope to sell the mate- 
rials is being done according to code. In other words, 
help us to police the industry. When you ask a contrac- 
tor, “Is the job going to be done according to code?”, you 
will be apt to get one of four kinds of replies. 

The first is “Yes”. In that case consider the contractor 
to whom you are talking. If he is of the substantial kind, 
who generally cooperates in the activities of his industry, 
that statement can ordinarily be taken as enough, and no 
check on your part is necessary. 

Another answer you may get is: “None of your busi- 
ness”, or words to that effect. The highly proper answer 


to that would be to tell him that you did not want the 
order. But I realize that you might not feel justified in 
taking such a step without going into the matter further. 
In that case, especially if government funds are involved, 
you might take the order subject to your credit depart- 
ment’s ruling, and then explain to the credit man just what 
this contractor’s answer had been. Non-compliance with 
his code is going to affect the financial status of the con- 
tractor, hence the credit department will welcome the in- 
formation, as to how that contractor really stands. 


THIRD type of answer may be a statement that the 
A contractor is not familiar with his own code, hasn’t 
had time to study it, etc. In this case, try to do what you 
can to educate him and wake him up to the fact that he 
is likely to be debarred from considerable business, or per- 
haps run into trouble through violations of his code since 
ignorance of the law is no excuse. Likewise, report his 
answer to your credit department. 

Finally comes the contractor who says that he does 
not believe in the code, that it will not work, and who re- 
fuses to do anything about it. This type of a contractor 
is one of a very small minority whom President Roose- 
velt has specifically singled out in several of his addresses 
as the type that has no place in competitive life and should 
be stamped out. Wholesalers can do their part by avoid- 
ing all business relations or contacts; by completely os- 
tracizing this type of contractor. 


W holesaler-Retailer Relations 


Extracts from an address before the recent 
Boston Conference on Distribution 


tailer must buy a very large por- 

tion of his goods from one or 
more good wholesalers. Any ex- 
tended endeavor to buy all of his goods from primary 
sources simply means that the independent merchant will 
neglect store keeping, selling, and everything else because 
he must devote practically all of his time to buying. If 
he tries to switch his purchases of most items away from 
the wholesaler he pays just the same—either wholesale 
prices to direct resources because of their added cost to 
sell him, or in obsolescence and markdowns because of 
excess quantities if bought at bottom prices from direct 
hands. 

Like most of other kinds of American business, whole- 
saling has had to change. Before retailing settled into 
the two present distinct groups, wholesalers sold mer- 
chants goods—and that was that. Since the lines have 
become so clearly drawn the wholesaler has had to survey 
his field to see where he stood. The chains and chain 
store methods caught the average wholesaler napping. 
When he woke up he found his and his customers’ 
methods antiquated and inadequate to cope with the new 
conditions. 

Investigation, research, and study disclosed to the 


|: be successful, the average re- 
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By T. B. FREEMAN 


Vice-president and General Manager, 
Scott-Burr Corp., Chicago 


wholesaler that the relationship be- 
tween him and his customer must un- 
dergo a radical change. It became 
very apparent that the wholesaler 
needed to protect his kind of distribution by making his 
customer a better distributor. The problem very quickly 
resolved itself into these three important factors: 

1. To offer the merchant only what he should buy. 

2. To sell him what he had to offer him. 

3. To teach him how to keep store. 

The first, to offer the merchant what he should buy, 
meant for the wholesaler the taking unto himself of a 
rather peculiar responsibility. The seller had to learn 
what not to sell his customer. Quite a new slant! 

The wholesaler still has with him the problem which 
confronted the first wholesaler when he set up for busi- 
ness—the selling of his wares. After the wholesaler has 
determined what he should offer the retailer and has 
placed in the retailer’s hands a sound professional mer- 
chandising plan, to be prosperous he must sell the mer- 
chant his goods. There is no monopoly. The retailer’s 
front door is never locked during business hours, and any 
other wholesaler’s representative can walk in and try his 
hand at selling him goods. The merchant is only human 
and the average wholesale salesman is good. 











Lots of Light... 
no bulbs in sight 


























Wholesalers Must Recruit 
More Fixture Dealers 


If they are to follow through on the opportunity to re-fixture 
homes provided by the Better Light—Better Sight and Better 


Housing Programs 


By JOSEPH MARKEL 


President, Markel Electric Products, Inc., Buffalo, N. Y., 


N THE opposite page is one of a series of news- 
paper advertisements recently run by the lighting 
companies serving the metropolitan New York 

area. It effectively sets forth two sales appeals—style 
and comfort. “Lighting Fixtures can ‘Date’ a Home as 
a Bustle does a Dress.”’ As this truth is driven home to 
the great American public, modern lighting fixtures will 
cease to be a forgotten need. Residential fixture sales 
will rise up out of the doldrums and once more provide 
real profits for the wholesaler. 

If ever the time was ripe for putting across this selling 
job, that time is now. The “Better Light—Better Sight” 
program is successfully arousing the public from its 
lethargy. This year the paint, optical and other industries 
which are concerned with better lighting and eyesight 
conservation are participating, along with the various 
branches of the electrical industry, in a greatly enlarged 
national educational program. 

National advertising by the manufacturers of incan- 
descent lamps and local advertising by utility companies 
is telling both home owner and tenant that many eye 
troubles are due to inadequate lighting and improper light 
distribution, that the conservation of eyesight demands 
an adequacy of light and a freedom from glare which can 
only be obtained with modern lighting fixtures, fixtures 
that provide shaded light. Furthermore, thousands of 
home owners are taking advantage of the modernization 
program of the Federal Housing 
Administration, and lighting fixtures 
are eligible for FHA financing. Add 
to these national programs, the story 
that antiquated lighting fixtures are 
“as much out of key with the mod- 
ern setting as the ringlets and bustle” 
pictured on the opposite page, and 
there remains only the final job— 
the selling of the individual prospect 
by the fixture dealer. 

Only the dealer can follow 
through on this educational program 
and convert the latent desire for bet- 
ter lighting created by this advertis- 
ing into actual orders. And upon 
the wholesaler, as the builder of 
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WE ARE CO-OPERATING 


President, Artistic Lighting Equipment Association. 


dealers in his own locality, falls the responsibility for 
developing an adequate number of competent fixture 
dealers to reap the full advantage of this immediate and 
unusual selling opportunity. 

During the past five years there has been a heavy mor- 
tality among lighting fixture retailers. Today there are 
50 per cent fewer active dealers in the country than there 
were in 1929. These depleted ranks must be filled and 
the fixture manufacturers look to their wholesalers to 
serve as recruiting officers. 

Neither the wholesalers nor the dealers have been called 
upon to contribute to the cost of the lamp manufacturers’ 
national advertising or the extensive newspaper advertis- 
ing which many local utilities are running and which ties 
together the Federal modernization program and the 
“Better Light—Better Sight” campaign. Consequently, 
many wholesalers and dealers are not fully conscious of 
what this advertising means to them. However, the deal- 
ers are the final point of contact with the public. They 
are the ones who must follow through in this program by 
carrying the story personally to the home owners of- their 
respective neighborhoods. They must get out and talk 
to individual prospects. Only when they do this will they 
begin to cash in on the extensive advertising of both the 
lamp manufacturers and the utilities. 

In those localities where the utility companies have 
failed to inaugurate advertising programs similar to that 
in New York, the wholesalers are 
the logical group to secure the sup- 
port of contractors and dealers in 
bringing organized pressure to bear 
on their utility, to the end that sim- 
ilar local advertising may be 
launched without delay. 

And in every territory manufac- 
turers of residential lighting fixtures 
are looking to their wholesalers to 
see that (1) a sufficient number of 
active dealers are created to meet 
the needs of the community and (2) 
that these retailers actually get out 
and talk modern lighting fixtures to 
the public. 
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HE furniture is charming. China and ap- 
pointments in good taste. But that antiquat- 
ed lighting fixture is as much out of key with 
the modern setting as the ringlets and bustle. 
Further, it was hung in a day that didn’t 
realize the importance of saving precious human 
eyes from the harmful glare of improperly 
shaded bulbs. 

Do the fixtures in your home hamper your 
decorative efforts? 

This fall the lighting fixture companies have 
prepared a special showing of well-designed 
fixtures for homes large and small... . to suit 
every kind of room... . to fit every pocket- 
book. These fixtures are not only beautiful in 
themselves but do a much better job of light- 
ing than those available just a few years back. 

They give light that is kinder to the eyes— 
properly shaded from harmful glaré—cheerful 


light that is well directed and. diffused. 

NOW—when the Federal Housing Adminis- 
tration is making it easy for landlords and 
home-owners to modernize premises—is a good 
time to bring your lighting and your electric 
wiring up to date. Not only fixtures but wall 
switches, double outlets for walls and base- 
boards—all those electrical conveniences that 
can make your home so much more livable and 
attractive—can be installed at prices and on 
terms unusually favorable. If you are moving 
this fall—be sure the lighting fixtures in your 
new home are up-to-date. 

Your lighting company sells no electric 
equipment; does no house wiring. But we'll 
gladly make suggestions, submit blueprints, 
and help property owners plan for economical 
rewiring . . . . whether you are interested in a 
one-room apartment or a skyscraper hotel! 


LIGHTING FIXTURES 
CAN DATE’ A HOME 


as a bustle does a dress! 




















THE NEW YORK EDISON COMPANY - 
THE UNITED ELECTRIC LIGHT AND POWER COMPANY - 





BROOKLYN EDISON COMPANY, INC. 
NEW YORK AND QUEENS ELECTRIC LIGHT AND POWER COMPANY 
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A FEW OF THE 
MODESTLY PRICED 
NEW FIXTURES 



































These fixtures range from 
kitchen and bathroom 
lights, simple wall sconces, 
to period designs and dec- 
orative pieces. They use 
a minimum of current but 
give a maximum of well- 
diffused and useful light. 
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Tex first of a series of articles which Professor Frederick, recognized author- 
ity on marketing problems, has prepared for "Electrical Wholesaling". Next 
month he will discuss contacting the right man in the industrial plant 


~ Selling to Industrials 
|. Analyzing the Local Industrial Market 


markets, or market analysis, 

arises in connection with any 
orderly and systematic attempt at 
market development. This is as true for the electrical 
wholesaler as it is for the manufacturer of electrical prod- 
ucts even though wholesaers, at least in the past, have left 
market analysis pretty much to the manufacturers. 


iE need for information about 


A local industrial market for electrical products is more 
readily surveyed or analyzed than is the local consumer 
market for the products sold to retailers or to contractors. 
This is so because the industrial market consists of a 
definite, determinable, and relatively: small number of 
buyers. Industrial market analysis is, however, compli- 
cated by the fact that new uses for industrial products 
are continually being discovered, either by experimenta- 
tion or by accident. In fact, few manufacturers of prod- 
ucts used in industrial plants know all the uses to which 
their products can be put. The analysis of industrial 
markets, therefore, includes not only the measurement 
of the actual and potential demand for a product or 
products, but also. the seeking out of new uses for these 
same products. Industrial market analysis is further 
complicated by the fact that individual industrial prod- 
ucts are often sold to a large number of different indus- 
trial plants which produce varying articles. This means 
that, even within a local market, the total market for a 
certain electrical product, used in industry, may be com- 
posed of a number of groups of industries, all of which 
can make economical use of the product. 

The need for an electrical wholesaler to analyze his 
local market may manifest itself in a number of different 
ways, some of which may be 
summarized as follows: 


By JOHN H. FREDERICK 


Assistant Professor of Marketing 
University of Pennsylvania 


new uses for some product, which 
he carries, so that it may be used 
in different ways and by indus- 
trial plants which have not used 
it before, thus increasing his sales opportunities. On 
the other hand, he may seek to discover the reasons for 
the failure of some product or line of products among 
certain customers. 

3. A wholesaler may want to expand his business 
through the addition of new products or a new line. 
This will involve the introduction of new products to 
his trade, but at the same time will probably enable him 
to balance his operations and diversify his interests 
more effectively. In cases like this, the wholesaler must 
have an accurate knowledge of the possibilities of his 
market for several products in order to make a wise 
decision. 


4. A wholesaler may wish to make a careful study 
of the sales opportunities in his local industrial market 
in Order to set salesmen’s quotas more intelligently. 


Successful selling to industrial plants is based in large 
measure upon knowing and defining the market for va- 
rious products in terms of the requirements of the pros- 
pective users. If a wholesaler does the right type of 
market analysis he will have a knowledge of the pos- 
sible local market, or buying power, for specific prod- 
ucts and lines of products. With this knowledge avail- 
able he will stock only the products that industrial buy- 
ers want; he will have the right type and size in each 
product; and he will know the number of possible ap- 
plications and the market for each of the products he 
handles in every plant in his territory. If he does these 

things successfully he will be 
better able to direct the efforts 











1. A wholesaler may seek 
to expand the sales of some 
well established product by 
ascertaining the size of his 
customers’ or prospects’ re- | 
quirements, with a view to in- 
creasing the quantities bought 
by individual plants. In sell- 
ing to industrial plants it is 
generally more profitable to 
increase the number of sales 
to present customers than to 
attempt to develop new users. 


handled, 
product, 
a new line, 


gently. 


Analysis of His Industrial Market Will 
Help the Wholesaler to 


. Locate new purchasers for a line already 
2. Determine new uses for a specific line or 
3. Decide upon the advisability of taking on 


4. Set quotas for his salesmen more intelli- 


of his sales force and at the 
same time will find sales re- 
sistance reduced and sales ex- 
penses decreased, because his 
salesmen in each case will be 
able to render a real service 
to those customers or pros- 
pects on whom they may call. 


Before starting to analyze 
his local industrial market. the 
wholesaler should note that in- 
dustrial plants are in the mar- 
ket for three general classes of 





2. A wholesaler may seek 


electrical products, as follows: 
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1, AuxILIARY EguipMENT. This group of products 
includes such things as lighting equipment, wiring de- 
vices, portable tools, heaters, ventilating equipment and 
all other products which supplement or facilitate the 
operation of the production equipment installed in the 
plant. This also includes any electrical products which 
facilitate the administrative, auxiliary and miscellaneous 
functions of an establishment, such as signal equipment. 

2. FABRICATED MaTERIALS. This group includes those 
electrical products which are to be assembled with other 
products to form the finished physical product of a 
manufacturing establishment, without any physical mod- 
ification by the purchaser. In other words, the electrical 
products in this group will retain their original nature 
or composition, even though completely covered by fin- 
ish or other materials. Within this classification come 
insulating compounds for filling and 
sealing, wires and cables, steel tub- 
ing, switches, portable cords, etc. 

3. MAINTENANCE AND OPERAT- 
ING MATERIALS AND SuppPtigs. This 
group of products includes all elec- 
trical equipment and supplies re- 
quired for the upkeep of the indus- 
trial plant’s production or auxiliary 
machinery and equipment, as well 
as the plant itself. These products 
do not become a part of the plant’s 
finished product, as do fabricated 
materials, but are continuously ex- 
hausted—used up or worn out—in 
the operation of the plant itself. 
Such products as conduit and fit- 
tings, wires and cables, incandes- 
cent lamps, cords, fuses and tape 
fall within this classification. 

The first step in the actual anal- 
ysis of a local industrial market is to ascertain the total 
number of industrial plants which can be economically 
served and then to divide them into groups of prospec- 
tive or present users of a product or line of products, 
according to the general class of electrical products used. 
A proper division in this manner is important so that a 
concentrated sales appeal may be made to each group. 
Each of these groups may be considered as so-called 
component markets. In other words, each group of 
industrial plants is a market in itself at the same time 
that it comprises one of the units making up a whole- 
saler’s total market. These component market groups 
may then be classified as horizontal, vertical product, or 
vertical industry markets. 

The horizontal market group demands electrica) 
products that can be termed as standard, since they are 
not made to order to fit the needs of any particular 
type of industrial pkant. Most of the products handled 
by electrical wholesalers are demanded by this market, 
and every manufacturing plant in the wholesaler’s ter- 
ritory is a member of the group. The vertical product 
market demands the more specialized forms of electrical 
equipment and supplies used only in plants making 
specific products. 

The vertical industry market, on the other hand, de- 
mands products used only by specific industries. For 
example, let us say that an electrical wholesaler finds 


JANUARY, 1935 





John H. Frederick 


that he has a total of 150 industrial plants which he 
can conveniently serve, both from the standpoint of 
sales calls and economical deliveries. Each of these 
plants is in the market for numerous maintenance and 
operating materials and supplies, irrespective of what 
they may be manufacturing. The electrical products 
demanded by these plants are standard and the market 
may be termed horizontal. Among: these 150 industrial 
plants are several metal working plants, which, in addi- 
tion to offering a market for various standard electrical 
products, also require certain auxiliary equipment in the 
way of portable metal cutters. Metal cutters could not 
be sold to all the industrial plants in the territory, only 
to certain ones; but all metal working plants offer a 
possible market. Such a market may be termed a ver- 
tical industry market. The electrical wholesaler would 
probably not be able to fill many of 
the needs of those industrial plants 
composing the vertical product mar- 
ket within his territory, from his 
general stock, unless the need was 
for something falling within the 
group of special equipment items 
such as certain types of heaters, 
humidifiers, laboratory equipment, 
etc. 

In dividing industrial plants into 
groups to be considered as compo- 
nent markets for any particular 
product, or group of allied prod- 
ucts, the following factors should 
be considered: 

1. The industrial plants in which 
the product can be economically 
used, irrespective of whether it is 
now being used in all of such plants. 

2. The various uses, both present 
and possible, for the product or group of allied prod- 
ucts in these industrial plants. 

3. The buying habits of these industrial plants. This 
would include a study of the frequency with which the 
average purchaser’ buys, and the time of year in which 
he buys; the relation between the purchaser’s buying 
time and his business activity that can be observed by 
an outsider; as well as the sources from which a pur- 
chaser has been in the habit of buying, whether from 
manufacturers or from wholesalers. 

4. The names and titles of the men who actually 
control the buying in the industrial plants under con- 
sideration. This would include a study of the buying 
powers that influence the purchase of particular prod- 
ucts. These buying powers differ, depending on whether 
the product is sold to a manufacturer to be incorporated 
in his product and sold as an integral part of it, or 
whether it is sold to an industrial plant to be used as 
a supply item in maintenance or operation. 

It is frequently very difficult to find the actual buying 
influence in a particular plant. Selling to industrial 
plants is based on the fact that a sale is made only 
when sufficient evidence has been presented to prove 
that there is actual need for the product under consid- 
eration. But although some individual in a plant, the 
electrical engineer for example, may be convinced of 
these facts, it does not necessarily (Turn to page 24) 








A close tie-in between salesmen 











V. V. Cowen 


Purchasing for the Wholesaler 


HEN the editors of ELeEc- 
TRICAL W HOLESALING asked 
me to express myself in re- 


lation to the function of the purchas- 

ing department, they said that they wished to get at 
it particularly from the angle of its tie-in with the sales 
department. They said that they had an idea that pos- 
sibly the salesmen of the wholesaler, generally speaking, 
might not have an accurate picture of the purchasing 
agent’s problems, or fully appreciate the extent to which 
the two departments are inter-dependent. 

With the first part of the statement I can wholly 
agree. The purchasing agent does have his problems. 
And of these, one of the major ones is not to be solved 
in the off-hand manner of Robinson Crusoe. That 
worthy gentleman says in his narrative: “The old goat 
whom I found expiring died in the mouth of the cave 
next day; and I found it much easier to dig a great 
hole and throw him in and cover him up with earth 
than to drag him out; so I interred him there, to pre- 
vent offense to my nose.” 

Now, unless the purchasing department is constantly 
alert, it is bound occasionally to run into a dead goat, 
in the form of a line that will not move. If it were 
then only a matter of digging a hole and dumping it in, 
the problem would be solved. But we all know that it 
would not be as simple as that. 

It is a basic and self-evident fact that we, on one 
end of the establishment, must buy the merchandise 
that you salesmen, on the other hand, must sell. It is 
equally evident that if we go blindly ahead and buy, 
without the aid of your trained observation in the sell- 
ing market, there is going to be trouble. On the other 
hand, if we were to buy and stock all of the lines and 
items proposed by all the salesmen, the percentage of 
dead goats would rise, for the simple reason that all 
the salesmen cannot be right in their judgments all of 
the time, any more than can the purchasing department. 

As a consequence, there is a median line between 
these two extremes, along which the sales and pur- 
chasing departments must cooperate in the well-balanced 
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By V. V. COWEN 


Purchasing Agent, Stubbs Electric Co., 
Portland, Ore. 


and the purchasing agent is essen- 
tial to a well balanced, smoothly 
operating wholesale organization 


and smoothly operating wholesale 
establishment. Since the goods are 
bought for resale, the purchasing 
agent’s function here is quite differ- 
ent from his function in an industrial establishment, 
where the materials are bought for use on requisition 
from the engineer, say. In that case, if the materials 
are the wrong kind, it is his funeral. In a wholesale 
house it would be pretty nearly everybody’s funeral, so 
closely are our departments inter-related in working to 
one end—sales at a profit. 

It has been said, with a great deal of truth, that the 
salesmen of the wholesaler are in a considerable meas- 
ure the purchasing agents of the organization. They 
are the ones who make actual contact with the dealer, 
in the case of the merchandise lines, and with the con- 
tractor and industrial plant engineer in the case of elec- 
trical supplies. They are, therefore, in a position to 
sense at once any change in the regular movement of 
these supplies and appliances, acceptance or non-accept- 
ance of styles in appliances, the sudden popular demand 
for some new device or piece of equipment, etc. 

This function on the part of the salesman to scout 


. the territory and bring in every bit of information that 


has to do with market trends is well known to and 
appreciated by the sales and purchasing departmental 
heads. The salesmen’s opinions are of great value in 
this direction and represent one of the ways in which 
there can be a close tie-in between purchases and sales. 

I have in mind an example that illustrates the point 
very well in connection with a single item, rather than 
a line. This was in the case of a certain part embodied 
in an electrical appliance. That particular appliance 
line was not carried by us, but was very widely known 
and enjoyed large sales in our territory. It happened, 
however, that this one part was, at the time, a weak 
feature. It would not stand up very long under oper- 
ating conditions. I might never have known of the 
situation, but the salesmen did, and at once. As there 
were thousands of these appliances being sold, at the 
suggestion of the salesmen I laid in a considerable stock 
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ef the parts. 
the manufacturer, we turned them very fast and made 


Until the fault had been remedied by 


a good thing out of the purchase. It also acted as a 
sales argument for our own line of equipment in the 
same field, since ours did not have the fault, and every 
competitive part we sold for replacement in the other 
line was a boost for our own. 

But it is not presumed from the foregoing that the 
salesmen are going to rush in every few days to the 
sales and purchasing departments and urge that certain 
lines or devices are to be taken on at once; that they 
are “hot” and that we must “get in” immediately. A 
condition like that would lead to the scouting service 
being of little value. We would not know which was 
good advice and which was ill-considered. While this 
condition does not prevail, there is this to say, that 
certain salesmen are by nature enthusiastic and quick 
on the trigger, while others lean to the conservative side. 
In suggesting sales items, the fast-acting salesman 
should train himself to look at the matter from all 
sides, consider the permanence of the market, the cus- 
tomer satisfaction that the 
product will give, etc., before 


seen it, that the “dead goats” sometimes filled whole 
rooms or floors in some large wholesaling institutions 
in the past. If this was the case, it was the result of 
unscientific purchasing and of inability on the part of 
the sales organization in the field to size up situations 
correctly and know which lines would be permanent and 
which would be here today and gone tomorrow. 


HAT is the tie-in between the sales department, 
purchasing department and the credit department? 
Obviously, when credit orders come in they are passed 
upon by the credit department. Then the customer gets 
the goods or he does not get them depending upon the 
credit department’s findings. But when the orders are 
c.o.d. for devices and materials that we do not have 
in stock, then the purchasing department steps in, for 
it is up to them to locate and secure the goods... If the 
c.o.d. order is cancelled, after we buy the goods, the 
latter must then go into stock. Or if the order is can- 
celled before we can secure the materials, because of 
the length of time involved, and the customer cannot 
wait, then our depart- 

ment is out the time taken in 








stepping up with his sugges- 





tions. On the other hand, the 
conservative type must not be 
too conservative, to the extent 
that he overlooks “bets” and 
misses opportunities to report 
conditions relative to good 
sellers that are coming on. 
There is a certain routine 
and method of approach that 
must be gone through with by 


uses, 


The Purchasing Agent's Job 
is to 


|. Study natural resources, products and their 


2. Study fundamental producing and manu- 
facturing practices. 


3. Study dependable sources of supply. 


going through a lot of mo- 
tions. 
That, you may say, is what 
a purchasing department is 
for,—to go through all neces- 
sary motions. But lost mo- 
tions in any department cost 
the company money in the 
end. While the salesman is, 
rightly, always looking out 
for the interests of his cus- 


the purchasing department, 4. Classification, by efficient methods, of cat- tomer, in this matter of c.o.d. 
acting in conjunction with the alogs, invoices, etc. orders it is possible for him 
sales executives, before any 5. Study transportation and its relation to to draw a line between con- 
important line is taken on. purchases. servatism and a too free and 


This takes time, perhaps too 
much time, in the opinion of 
the salesman. 

First of all, the considered 
line must have Underwriters’ 


6.. Analyze markets and market conditions. 


7. Provide an efficient plan or routine of pur- 
chasing, and secure sales cooperation in 
relation to that plan. 


easy policy with everybody. 
To go to a prospective cus- 
tomer to whom the credit de- 
partment or the salesman him- 
self would, under no condi- 





approval. If it is a standard 


tions, extend a line of credit 








line, and we have something 
in stock so close to it that it 
might be considered duplication, it cannot be consid- 
ered, because it is not our policy to duplicate. But if 
it passes these requirements, what is the manufacturer’s 
set-up? What support is he giving the line in the way 
of advertising and sales helps? If it is an appliance 
going to the public, how much national advertising are 
they doing and going to do? If a supply line, how 
much trade journal advertising are they doing to gain 
the line acceptance on the part of our contractors? Has 
the manufacturer had a stable sales policy over a period 
of time, or has he been jumping this way and that? 
All these things and many others must be considered. 
Boiled down, what we, as the purchasing department, are 
doing to help the salesmen is to give them lines of pres- 
tige and permanency to handle. The profit to them and 
to the company is in repeat business. There was a time 
when obsolescent stock was a factor of importance to 
be contended with. I have heard, though I have not 
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and take c.o.d. orders, under 

the theory that if he pays, all 
right, and if not we are nothing out, is not exactly as 
it appears on the face. It may result in throwing addi- 
tional goods into stock, which is not desirable in these 
days of cautious buying. 

Whether or not the salesman is desirous of having his 
purchasing agent make trips through the territory and 
get acquainted with the customers, the question is some- 
times asked, is this desirable? The purchasing agent 
comes in contact with the customer by correspondence in 
connection with special and back orders. To go around 
and see him occasionally and get to know him personally 
I have found does have its advantages in expediting 
correspondence between him and our department. 

Still, after all this, the wholesaler’s salesman may yet 
ask himself : “What is a purchasing agent for, anyway ?” 
The question is fair enough, and, on this page, appears 
the answer as developed by the Purchasing Agents’ As- 
sociation. 
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City sales counter and part of broken package stock 


Major appliance display room, looking through into office 


Small, Well Arranged 
Warehouse 


of the Graybar Electric Co. at Tacoma 


ROVIDING 6,000 sq. ft. of floor space, the new 

one-story warehouse of the Graybar Electric Co. 
at Tacoma, Wash. has been planned to meet the re- 
quirements of a small wholesaling establishment. 

The reinforced concrete building, brick trimmed in 
front, is a story and a half in actual height. High ceil- 
ing permits excellent lighting of warehouse from over- 
head skylights. A balcony at the front, over office and 
display room, provides for future expansion. 

Ends of stock racks facing the counter will be cov- 
ered with ply wood and shelves mounted on them for 
appliance displays. At present, half the counter and 
the rear wall of the office are used for displays which 
the customer passes as he enters. This arrangement of 
small appliances leaves main display room free for the 
larger items. 


Trucks drive in through rear door to center of ware- 
house for loading and unloading. 
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A Study of the 
Electrical Contractor Market 


A broad survey of the electrical construction industry, recently completed by 
Electrical Contracting'’, discloses many facts of interest to wholesalers. The 
average contractor does all classes of work, and the large majority of the 
11,785 active contractors have been in business more than 10 years. 42 
per cent of all contractors account for 88 per cent of the industry's volume 
and approximately half of the contractors also function as dealers 


Contractors in Business 


10 Years and Over 


Average Number of Years 
in Business 


Percentage of Contractors 
Doing Certain Class of Work 





Volume Classification 


$100,000 and over....... 
$50,000 to $100,000...... 
$20,000 to $50,000....... 
$10,000 to $20,000....... 
$5,000 to $10,000........ 
Under $5,000 








aseéede wes 


Volume Classification 








89.6% |$100,000 and over..... 
93.0 $50,000 to $100,000.... 
86.8 $20,000 to $50,000..... 
81.8 $10,000 to $20,000..... 
71.5 $5,000 to $10,000...... 
62.9 Under $5,000 ........ 


a 22.7 
- 20.6 
os 18.1 
‘a 16.6 
- 13.7 
a 12.8 








Number of Contractors Classified by Volume and 
Relative Amount of Market Handled by Each Group 














Percentage 
Volume Classification Number of Market 
Re Perr ere 189 32.0% 
$50,000 to $100,000............... 274 13.9 
$20,000 to $50,000................ 733 | 7 a 
SUG WO Bee. wc cece cece: 1.227 12.4 
SIP OR BR cc oc cceccee cee. 2,497 12.6 
EE as bos va cd vededdunens 6,865 11.6 
aie ae re cet hid ce le ee 11,785 100.0% 








Classification by Character of Work and Volume of 














Business 
Motor 
Volume Classification |Residential |Commercial!| Industrial | Repairs 
$100,000 and over....... 102 175 182 75 
$50,000 to $100,000...... 169 252 258 141 
$20,000 to $50,000....... 426 664 651 343 
$10,000 to $20,000....... 1,018 1,121 1,000 574 
$5,000 to $10,000........ 2,238 2,157 1,701 1,142 
Unter See «vos sence 6,509 4,804 2,844 2,651 
10,462 9,173 6,636 4,926 
Percentage of total 
Number of Contractors...| 89.4% 78.5% 56.6% 42.1% 

















Location of the Contractor's Place 








Relative Number of Contrac- 
tors in Different Classes of 


Motor Repairs 









of Business 


Work 


(Solita tach] 


Residential 
2 






































Store and Office and | Store and /|Store, Office 

Volume Classification Store Office | Home Office Shop Home Home and Home 
$100,000 and over.............. 29 - fg 5 29 1 , ay 
$50,000 to $100,000............. 121 112 2 33 a e ; 1 
$20,000 to $50,000.............. 408 214 35 48: 5 4 ‘ 1 
$10,000 to $20,000.............. 726 255 110 84 13 25 § 3 
$5,000 to $10,000..:............ 1,383 311 580 99 15 50 30 5 
URE GI Fase si oes il cc eews 2,712 487 3,141 104 88 85 56 9 
ae 5,379 1,511 3,873 397 122 164 91 19 
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en You Should 


WILLIAM J. 


President, Love Electric Co., 
Tacoma, Wash. 


HE Pacific Northwest, in the 
T sina of a great many, is still a 

new country. But this is far from 
the case. It was pioneered far ahead 
of many sections much farther east. 
From the electrical standpoint, there 
are men there who have been through 
the development of the electrical in- 
dustry almost from its very begin- 
ning, An outstanding member of this 
group of electrical pioneers is Wil- 
liam J. Love, president of the Love 
Electric Co. of Tacoma, Wash. He 
has been an _ electrical wholesaler 
since the time when there was no such 
thing as a porcelain tube or porcelain 
knob. He sold wooden rosettes and 
wooden branch blocks in the city of 
Tacoma, and it was in the days when 
wires were run through holes bored 
in the joists. 

Mr. Love is, therefore, a man who 
does not have merely an electrical 
background, but who is, in a sense, a 
part of the very background itself, in 
that great territory bordering on the 
almost endless ramifications of the 
shore line of Puget Sound. The Love 
Electric Co. is well-known there, and 
has been for a great many years. The 
genial, even-tempered man who is at 
the head of it; what of him? Where 
did he come from and how did he mark 
out his path here? 


Born in the state of Illinois, of 
Scotch parentage, his early education 
was received in a little country school 
house and consisted principally of the 
three R’s which, in this alphabetical 
age, should probably be written RRR. 
He also attended Mt. Morris College 
at Mt. Morris, Ill. Another to find 
fascination in Horace Greeley’s time 
honored command, he started west in 
1888, but spent two years getting 
there, working his way out with a 
railroad surveying party. 

Arriving in Tacoma on October 30, 
1890, inside of a few days he had 
started to work at the electrical trade, 
for that is what it was deemed in those 
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LOVE 


now 


eA Veteran 


Wholesaler 


One of the pioneer electrical men of 


days—a trade. That was 
before there was an 
electrical union, and the 
men worked long hours 
for small pay. “We ex- 
perienced something 
that the average union 
electrician does not ex- 
perience these days’, 
remarked Mr. Love, 
“and that was to be in 
the shop in the morning 
while the street lights 
were still burning. 
Those were the days when we discov- 
ered the worth of ‘coffee and do-nuts’ 
as a breakfast, and there was reason 
for it.” 

Mr. Love first went to work for the 
Northwest Electrical Construction 
Co., of which C. S. Bowie was man- 
ager. In 1893, he formed a partner- 
ship with Mr. Bowie in the electrical 
contracting business and carried on 
under the name of Bowie & Love, 
until they engaged in the electrical 
wholesaling business. 

During his career, he has trained 
quite a number of successful business 
men. Notable among them is Llewel- 
lyn Evans, who was superintendent of 
the city lighting system of Tacoma 
for a number of years and is now con- 
sulting engineer with the Muscle 
Shoals project. He started with 
Bowie & Love when he was a small 
boy in knee pants, and stayed with 
them almost continuously until he 
graduated from college. 


NOTHER example, nearer 
home, is that of Frank H. Mueh- 
lenbruch, who started with Mr. Love 
28 years ago. He is now a partner in 
the firm, which was organized as the 
Love Electric Co. in 1921 when Mr. 
Bowie retired. 

Mr. Love is married and has three 
children. The oldest, James, is book- 
keeper and cashier in the present firm. 
He has two hobbies. The first is his 
Sunday School work in which he has 


the Northwest, Mr. Love first entered 
the electrical field back in 1890. Start- 
ing as a wireman, he developed a 
broad and sympathetic understanding 
of the problems of the electrical con- 
tractor. He believes that team spirit 
is essential to the continued progress 
of the electrical industry 


been engaged almost continuously 
ever since he came to Tacoma, with 
the exception of a very few years. 
His work is mostly in the neglected, 
outlying districts where he has seen 
wild, irresponsible boys grow up into 
splendid, successful men. The other 
hobby is gathering Indian relics, of 
which he has a very large and repre- 
sentative collection. 


F the electrical wholesaling busi- 

ness, Mr. Love has this to say: 
“Thave seen the industry develop from 
the most crude materials and devices 
into our modern methods of wiring. 
And the development of appliances 
is even more spectacular. First we 
sold things to make and utilize heat. 
Then came other appliances to do the 
same thing with cold; and also the 
radio. All of these, including the 
great developments in the smaller, 
so-called traffic appliances, came along 
one by one or group by group at the 
right time to provide larger and 
larger opportunities for the electrical 
wholesaler. I can appreciate this be- 
cause I can look back to the time when 
I had nothing but (Turn to Page 22) 
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A year's supply of display pieces will be 
shipped to Westinghouse lamp agents early 
in 1935 in this combination storage case 
and work table. The top half of the front 
is hinged to turn back, providing a sloping 


work table for printing price cards and dis- 


play pieces. Jars of colors, brushes, and 
stencils are included with the service, mak- 
ing it possible for the dealer to letter his 


own signs and price cards. A safety ledge 
for holding working materials is built onto 
the upper right-hand corner of table top. 
Lower half of case provides storage space 
for displays and materials not in immediate 


use. 





HAMPDEN ELECTRIC 
SUPPLY CO. 








Traveling Switch Display 

Two of these specially designed trailers are now touring the country for the Square D Co. 
of Detroit. The interiors are well lighted. Panels on either side contain displays of Square D 
products while above them, in the space reserved for advertising cards in commercial 
busses, are photographs of noteworthy installations. This photograph was taken in Springfield, 


Storage Case and Work Table Mass., and shows the personnel of the Hampden Electric Supply Co., local distributor, assem- 
bled to greet the display prior to its tour of their territory. 

















ORR asco 


Effective Sales Promotion 
A large advertisement in the Manchester (Conn.) Evening 
Herald tied in with this mass radio display and Mr. Brunner 
proprietor of Chet's Service Station now boasts of "A 


Grunow on every street in Manchester. Although he ordered 
90 receivers from Stern & Co., Grunow distributor in Hart 
ford, on November 28, this publicity was so successful that 


more stock was required within 10 days. 





A Salesman's Idea 
This trailer, which is now traveling the southeastern states for the Graybar 
Electric Co., is the brain-child of C. |. Kinsey, salesman at the Atlanta 
house. It attaches directly to his Oldsmobile coupe, is equipped with 
four 8 volt storage batteries and a rotary converter, and houses a display 
of over a hundred of Graybar's leading appliance items. 


Service at 120 
M.P.H. 


The busiest spot on the 
Union Pacific's M-10,001 
on its distance-shrinking 
journey across the con- 
tinent in 56 hours and 
55 minutes was the 
Frigidaire  air-condi- 
tioned kitchen, accord- 
ing to E. C. Schmidt, 
director of public rela- 
tions for the U. P. sys- 
tem. Out of a 6 by 12 
ft. kitchen tucked away 
in the tail of the 376- 
foot tube of aluminum, 
meals were served four 
times a day to I16 
persons. 
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Business Men's 


PROSPERITY 
SURVEY 


ERE'S a chance to give voice to your own ideas as to which national policies 
you believe most likely to speed recovery in your line of business. 


ALLOTS like this are being published this month in many business papers 
affiliated with the Associated Business Papers, Inc.—reaching virtually all 
key men in every line of industry, trade and profession throughout the nation. 


BUSINESS men, nationally, may appreciate an opportunity to express their 

convictions to a strictly non-partisan and impartial body—with the assurance 
that by so doing, business views will be presented effectively to the political, 
banking, industrial, business and labor leaders of the country. 


QUESTIONS on the economic ballot below are prefaced with "In your line of 

business" to make possible an industry by industry study as well as a con- 
sensus of business opinion in all fields of industry—so let our industry be well 
represented in the responses. 


Check your conviction, sign, clip and mail this ballot. 


I. As regards the possibility of Congress adopting a universal thirty-hour work week, do you favor such 
legislation? Yes ( ) No ( ); and if so on the basis of ( ) continuation of existing weekly wages or 
( ) continuation of existing hourly rates of pay. 


2. In your line of business are you satisfied with enforcement of maximum hours and minimum wage 


provisions now in effect? Yes ( } No ( ) 

3. In your line of business is there obtainable ample working capital—from banks? Yes () No ( }; from 
government agencies? Yes () No( } 

4. In your line of business is there obtainable ample investment capital—from banks? Yes ( ) No { }; 
from government agencies? Yes ()} No ( ) 


5. In your line of business do you favor limitation of industrial output—by government control? Yes { } 
No ( ); by industry control? Yes (} No( ) 


6. In your line of business do you favor a plan for control of prices—by a code provision establishing 
price fixing? Yes () No( ); by a code provision establishing an open price plan? Yes ({) No ( } 


7. In your line of industry do you think that government measures now in effect are helping small and 
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Novel Conduit Rack at the Knoxville, Tenn., branch of the General Electric 
Supply Corp. This rack, which is 80 ft. long, is divided into sections 34” wide by 68” 
deep for the various sizes of conduit from 4%” to 4”. The wood floor of each section 
is divided into squares by 4%” steel shafting. On the baseboard of each section is 
marked the conduit size and number of bundles in each row, so that a complete 
inventory can be secured in a very few minutes. The wide strip painted on the 
floor is marked off into feet and used for measuring odd lengths of wire. 





Electrical. Wholesalers Had 
22.3% Overhead in 1933 


Final wholesale summary of the Census of American Business 
presents data on 25 major industries, divides wholesale field into 


six types of establishments 


ALES of electrical goods at whole- 
sale declined from $2,435,149,000 in 
1929 to $705,411,000 in 1933 while the 
number of establishments, including 
wholesalers proper, manufacturers’ sales 
branches, manufacturers’ agents, brok- 
ers, etc., dropped from 3,870 to 3,232, 
according to the final wholesale summary 
of the Census of American Business, is- 
sued by the Department of Commerce. 
Total expenses of regular electrical 
wholesalers are given as 22.3% of their 
net sales of $275,839,000 for the year 
1933. Overhead expenses of full-func- 


tion wholesalers in various lines of busi- 
ness are reported as follows: 
Automotive products ........ 


23.0% 


PROCITE WOOEE 6.6 55485 22.3 

Furniture and house furnish- 
BNE) toc'sinwied Shss oteay.caeeee 

TAREOUMATE ok. eek a Cee es eet 


Jewelry and optical goods... ..23.8 
Lumber and building materials .22.7 
Machinery, equipment and sup- 


plies (except electrical) ....24.9 
Plumbing and heating equip- 
ment and supplies..........25.2 


An average of 1,094,878 wage earners 


were employed on a full-time basis by 
a total of 164,101 wholesale establish- 
ments of all types in 25 major lines of 
business during 1933. These establish- 
ments reported net sales of $32,030,540,- 
000, with stocks of merchandise at the 
end of the year amounting to $2,966,- 
699,000, and a total payroll of $1,710,- 
441,000, of which $59,804,000 was paid 
to part-time employees. 

For census purposes a wholesale es- 
tablishment is a place of business where 
all or a major part of the goods are sold 
or distributed on a wholesale basis. In 
presenting its data, the Census Bureau 
has divided the wholesale field into six 
groups, some of which have been further 
subdivided, according to the type of es- 
tablishment or the nature of the func- 
tions performed. These six type groups 
consist of wholesalers proper, manu- 
facturers’ sales branches, chain store 
warehouses, bulk tank stations, assem- 
blers and country buyers, and agents and 
brokers. 

Of the total number of wholesale es- 
tablishments in the United States, 50.5 
per cent were wholesalers proper and 
10.3 per cent represented manufacturers’ 
sales branches; 0.3 per cent were chain 
store warehouses; 15.9 per cent consti- 
tuted bulk tank stations; 14.6 per cent 
were assemblers and country buyers; 
while agents and brokers accounted for 
8.4 per cent of the total. The total vol- 
ume of wholesale business was distrib- 
uted as follows: wholesalers proper, 40.5 
per cent; manufacturers’ sales branches, 
23.4 per cent; chain store warehouses, 
4.5 per cent; bulk tank stations, 5.9 per 
cent; assemblers and country buyers, 5.4 
per cent; and agents and brokers, 20.3 
per cent. This distribution of wholesale 
trade by type of organization is shown 
by the chart on the opposite page. 

The first of the six functional type 
groups for which data are shown is 
called “wholesalers proper” and consists 
of more or less regular wholesalers in 
domestic and foreign trade who take 
title to the goods they buy and sell and 
are largely independent in ownership. 
The second division comprises “manu- 
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Electrical Wholesale Trade: 1933 | Number | Total | Average a 
ey TYPE OF ESTAMEEEMCENT | of | expenses number Pay roll Stocks , 
All values expressed in thousands of — Net % or) Oe Part- | ( — 
i? er , aii lish- | sales Amount net | timeem-| Total it (end of 
dollars ) | ments | sales| ployees time year ) : 
Wholesnlers QFORE? ooo cco ccscccnsness 2,125 | 275,839 61,450 | 22.3 20,261 | 30,876 613 44,266 é 
Manufacturers’ sales branches | j 
SL 6 vovatew ead. 6aabe Meow oes | 447 | 322,841 49,922 | 15.5 14,477 | 25,541 108 57,629 
EE ee rT, wen | 286 73,538 6,630 9.0 1,612 3,795 24 2 
Chain store warehouses................. 3 3,868 527 | 13.6 111 165 Pat 571 
Agents and brokers | 
Manufacturers’ agents ................ | 298 20,454 2,046 | 25.5 584 921 43 422 
Me IND ©. CSch os oss G0 ce ace aes 21 4,658 669 | 14.4 160 321 12 65 t 
Commission merchants ............... 24 | 1,798 197 | 11.0 74 114 2 149 
EOE: | nian.Webe.e an Deak swe ean | 11 368 41} 11.1 18 21 en 2 
oe dec.) MORE ERE | 15 1,987 200 | 10.1 46 89 2 13 
MN 0: dss sda tila Seed otis Lee | 3,232 | 705,411 | 121,682 | 17.3 37,341 | 61,848 806 | 103,119 
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facturers’ sales branches,” consisting of 
wholesale outlets owned by manufactur- 
ers largely for the disposal of their own 
goods. The third type, “chain store 
warehouses,” are distributing stations 
maintained by retail chains to supply 
their stores with merchandise. They 
carry on wholesale operations in addi- 
tion to warehousing in that they break 
bulk, deliver and bill merchandise, in- 
cluding general supervision of a chain 
of stores. The fourth type, “bulk tank 
stations,” perform wholesale functions 
in the distribution of gasoline, oil and 
other petroleum products. While pri- 
marily distributing their products to re- 
tail stations, they also wholesale to tank 
wagons and to industrial users. The 
fifth division is called “assemblers and 
country buyers.” Their principal oper- 
ation is in the purchase and assembly of 
farm products. This group also includes 
cooperative marketing associations; 
packers and shippers; cream stations; 
and elevators. The sixth and last group 
is called “agents and brokers” and in- 
cludes auction companies, brokers, com- 
mission merchants, export and import 
agents, manufacturers’ agents, selling 
agents, etc. 

While the number of wholesale estab- 
lishments in the United States in 1933 
was less by 3.3 per cent, as compared 
with 1929, the dollar-volume of business 
was 53.6 per cent smaller, which means 
that the average sales per establishment 
were considerably lower than in 1929. 























WHOLESALE TRADE 
ALL INDUSTRIES BY TYPE OF ESTABLISHMENT 


1929 NET SALES 1933 
9€8,950.108,000 











Distribution of wholesale trade by type of organization 


Wholesalers proper, who represented 
50.5 per cent of all establishments and 
who did 40.5 per cent of all wholesale 
business in 1933, showed a dollar-volume 
decrease of 55.8 per cent with an in- 
crease in the number of establishments 
over 1929 of 3.8 per cent. 


Electrical Industry Shows 
Continuous Improvement 


With sales rapidly expanding, price levels steady, and the few- 
est failures on record, Dun & Bradstreet considers the outlook 
for the electrical supply trade to be the most favorable since 1928 


HROUGHOUT the past 12 months 

there has been a continuous widening 
of distribution of electrical supplies in 
most parts of the country, with new 
peaks recorded for the movement of 
some articles. By comparison with the 
first 10 months of 1933, production and 
sales increases ranging from 25 to 40 
per cent in tonnage and dollar volume 
have been reported. The concerted ef- 
fort to rehabilitate homes and industrial 
plants, under the Federal Housing Ad- 
ministration, has been beneficial, to some 
extent, but the major portion of the up- 
turn in the supply division has been at- 
tributed to a diversified demand for 
heavy electrical equipment, such as mo- 
tors, generators, transformers, lighting 
fixtures, and wiring. 


In addition, the phenomenal extension 
of the demand for electric refrigerators, 
ranges, water heaters, vacuum cleaners, 
and the large variety of labor-saving 
devices for the home has been an im- 
portant contributing factor to the year’s 
enlarged volume. The reaction from the 
rapidly-mounting sales, which in many 
divisions will close the year at double the 
1933 figures, has boosted power-load re- 
quirements, as electric output during the 
fourth week of November rose to 1,705,- 
413,000 kilowatt-hours, the largest in 
two hundred weeks, or since January, 
1931. With the number of domestic 
customers the most extensive in the in- 
dustry’s history, the widening use of 
appliances in the home and the gradual 
expansion of industrial operations, give 


promise that in the early part of 1935 the 
all-time peak recorded in December, 
1929, at 1,869,021,000 kilowatt-hours, 
will be surpassed. 

The outlook for next year is consid- 
ered the most favorable that has existed 
since 1928, with orders now being placed 
several months in advance. There also 
has been a wide increase in the orders 
from private sources, due to the stimu- 
lation which Government appropriations 
having given building, according to a 
survey of the electrical supply trade, 
completed last month by Dun & Brad- 
street. 

Manufacturers of electrical equipment 
and supplies report substantial improve- 
ment in production and sales, as com- 
pared with a year ago. Percentage of 
increase in volume has varied consider- 
ably in individual cases, but conserva- 
tive estimates place the average 15 to 25 
per cent above that of 1933. The total 
volume of business placed with manu- 
facturers of electrical equipment during 
the first nine months of 1934 exceeded 
that for the corresponding period of 
1933 by approximately 50 per cent, and 
it is expected that 1934 will make the 
best showing in several years. Both em- 
ployment and pay rolls have been main- 
tained at a higher level than a year ago, 
with the average gain placed at 10 to 
12 per cent. While increased volume 
has not compensated for higher produc- 
tion costs, substantial profits have been 
shown by most manufacturers. 

The trend of incoming business has 
improved during the final quarter of the 
year, in contrast to the declining rate 
during the quarter immediately preced- 
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ing, with the pick-up especially strong 
in wires, switches, and lighting equip- 
ment. The orders for general electrical 
supplies and appliances during Novem- 
ber were around 25 per cent larger than 
those booked in November, 1933. Out- 
put of electric refrigerators since Sep- 
tember has declined seasonally, but 
manufacturers during the first seven 
months of 1934 sold 1,134,800 units, ex- 
ceeding the new all-time high of 1,080,- 
700 sold during the 12 months of 1933. 
As the purchase of refrigerators now 
may be financed with loans under the 
provisions of the National Housing Act, 
the heaviest winter production on rec- 
ord is in prospect for this division of the 
industry. 

Although the outstanding gain in sales 
for the year has been conceded to elec- 
tric refrigerators, the rate of increase 
has been nearly as large in washing ma- 
chines, ironers, irons, mixers, arid other 
labor-saving appliances for the kitchen, 
which has pushed totals as high as 50 to 
60 per cent above the 1933 comparative 
figures. The prolonged hot spells dur- 
ing the summer doubled sales of electric 
fans, and brought a strong demand for 
the improved types of air-cooled units. 

The revival of entertaining has stimu- 
lated the demand for table grills, toast- 
ers, and percolators, with the Christmas 
sales in these units giving evidence of 
reaching the highest total in four years. 
A particularly sharp increase during the 
past two months has been noted in the 
sales of lamps, particularly those of mod- 
ern design, while much of the gain in 
the demand for wall and ceiling lighting 
fixtures indicates the augmented volume 
of redecorating and interior repairs. 

The strong upward trend of prices 
during the early months of the year was 
checked during the summer and general 


quotations now are fairly steady at a 
level ranging from 20 to 25 per cent 
higher than a year ago. No immediate 
price changes of consequence are antici- 
pated, but any material increase in pro- 
duction probably will result in a higher 
price trend, due to the augmented pro- 
duction costs. Even at their present 
level, consumers are receiving more 
value for every dollar spent on electrical 
goods than at any time in the past decade. 

Collections have been very well main- 
tained all year, and the irregularity that 
appeared during the summer has been 
replaced by promptness in most districts. 
Payments are ranging from 30 to 40 
days, with 34 days being taken as a nor- 
mal average period. This condition is 
considered exceptionally good, however, 
in view of the fact that large govern- 
ment contracts are slow in maturing, 
which prevents an accurate survey of 
normal collections. 

Among manufacturers of electrical 
supplies, failures for the elapsed 11 
months of the current year numbered 
16, with involved liabilities of $217,863, 
which probably will bring the totals for 
1934 in excess of the all-time low in 
1929, which was established at 13 and 
$232,900, respectively. In the wholesale 
and retail divisions, on the other hand, 
the number of bankruptcies for the 11 
months of the current year has been re- 
duced to 43 and the defaulted indebted- 
ness to $439,761. 

This brings the number of failures for 
the current year from January to No- 
vember, inclusive, to 59 and the money 
loss to $657,624, which means that the 
1934 figures will descend to the lowest 
level on record. Since 1931, when fail- 
ures reached an all-time high of 217, 
with involved liabilities of $4,822,234, 
the trend has been steadily downward. 








Wise Men: When the photographer dropped in on J. M. Sadler, manager, Whole- 


sale Merchandise Dept., Commonwealth Edison Co., Chicago, he and his assistant, 
E. M. Ball, were engaged in a deep study of the current issue of ELECTRICAL WHOLE- 


SALING. 


The uninterrupted decline since April, 
1933, lowered the number for that year 
to 137, a drop of 34.4 per cent from the 
1932 showing, while the defaulted in- 
debtedness shrank to $2,339,784, or a 
decrease of 49 per cent. For 1934 the 
decrease from those figures doubtless 
will be around 50 per cent and 70 per 
cent, respectively. 

The complete insolvency record of the 
electrical supply trade since 1927, in- 
cluding the elapsed 11 months of the cur- 
rent year, as compiled by Dun & Brad- 
street, shows: 


Manufacturers 
Year Number Liabilities 
OEE os cxens dubs 19 $897,592 
as ol A keer 3 16 257,400 
TOR icinuntae ies 13 232,900 
DS cronies, oPsie 250% 24 453,848 
SE eh iclwetirs 57 1,571,258 
Ce de oe 40 1,306,119 
Me ce aH REO Ns 31 499,118 
NORE cd. Sate xh ane 16 217,863 
Wholesalers and Retailers 
Year Number Liabilities 
a 157 $2,259,738 
HUG kccalattaig ete’ 126 4,047,229 
[CCR re ee On 123 2,455,900 
SDs Crk wee sin 143 2,509,904 
DO ci3h ci Some wreuese 160 2,250,976 
1992 aoe cece vnc 169 3,283,054 
i er 106 1,840,666 
LO Seen et: 43 439,761 


(*) January to November, inclusive. 
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Men You Should Know; 
William J. Love 


(Continued from page 16) 


a few trifling things to sell, in compari- 
son, though in their day they seemed 
big to me. 

“We have also seen business methods 
develop equally with the improvements 
in the electrical appliances; that is, the 
internal methods of conducting the busi- 
ness. Outside, in the selling, develop- 
ment has not all been along the right 
lines, especially the cut-throat competi- 
tive methods which prevailed for a 
number of years in many lines. 

“T am firmly of the belief that, in 
order to make progress, the electrical 
fraternity should work hand in hand, 
not only the wholesaler with the contrac- 
tor and in turn with the consumer, but 
the wholesalers with one another. Such 
team work is necessary to promote the 
use and sale of merchandise generally, 
it we are to keep the industry under 
headway and see a constant widening of 
it’s scope in the next era, as I have seen 
it in the past since the time when I first 
began to sell rosettes, 40 years ago. And 
there should always be a place in this 
field for the small wholesaler as well as 
the large one.” 





January, 1935 ELECTRICAL WHOLESALING 23 


Q, Heavy Terminals—both on one 
side—easy to wire 


Positive retrieving action, 


smooth and quick cannot beat 


o 


3 ‘ 
: rg f°? \ | Removable chai h 

if | . | emovable chain quide= L 

ee e@eOo'! hy ls 









a held in metal retainer 






2 mechanism 


Stop Ball—chain cannot 
fly back into the mechan- 


ew 


Pull chain—easily 
removed and re- 


fe on (ie 
Phosphur bronze center Me Heavy electrolytic copper 


contact screw shell 


/ ism 




















IMPORTANT \ Q: 


re 


Snubber eliminates strain 
on mechanism 





CAT. NO. 90 





Sg Making Good Products 
H CAT. NO. S-32 i Better 


CAT. NO. HCS-22 SHURLOK 
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@ But still priced to meet present day competition. 


@ Building up to a standard—rather than down to a 
price—has ever been a P&S Policy. 


@ Often the difference between consumer satisfac- 
tion and disappointment is represented by a fraction 
of a cent per socket! 


@ There is no substitute for P&S Quality. 


PASS & SEYMOUR, INC. 


2 a "2 Solvay Station, Syracuse, New York 
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Designs Appliance Trailer: C. I. Kinsey 
of the Atlanta branch of the Graybar 
Electric Co., is covering the entire south- 
east with a trailer of his own design, 
attached to his Oldsmobile coupe. This 
“showroom on wheels” permits the con- 
tractors and dealers to personally inspect 
a total of 113 separate appliance items. 





Selling to Industrials 
(Continued from page 11) 
follow that the actual purchaser will be 
of the same opinion. In fact, only in- 
frequently does the name of the man 
who desires a specific product appear on 
the purchase order. In other words, the 
actual buying power (the initiating and 
specifying power ) is, in many instances, 
not possessed by the individual issuing 
formal orders as a matter of routine. 

After the industrial plants in a whole- 
saler’s territory have been divided into 
groups, or component markets, the fol- 
lowing factors should be analyzed in re- 
spect to. the products under considera- 
tion: 

1. In which of the component mar- 
kets would the product or products be 
considered as specialties, or as standard- 
ized, or partly standardized and partly 
specialties. 

2. Which industry groups or compo- 
nent markets offer the least sales resist- 
ance. This factor may be measured by 
the suitability of the product for the 
market; by the economies that might 
result if the members of this industrial 
group used the product; and by the buy- 
ing habits of the market. 


3. The possible volume of consump- 
tion for the product in each component 
market, classified according to indus- 
tries, both according to salesmen’s ter- 
ritories and according to the possible 
uses of the product. 

4. The price of the product or line of 
allied products. In the case of standard- 
ized products the price should be con- 
sidered in relation to the prices of 
competitive products. In the case of 
specialties, the price should be consid- 
ered in relation to the economies that 
might be effected by those industrial 
plants using the product under analysis. 

5. What engineering or other techni- 
cal service is necessary to sell and main- 
tain “service” on the product. 


In analyzing his local industrial mar- 
ket the electrical wholesaler need not 
depend solely on his own efforts. He 
can divide the work with the manufac- 
turers whose products he is handling. 
Being on the spot the wholesaler’s sales- 
men are in a better position, than are 
the manufacturer’s salesmen, to secure 
information as to the men in each indus- 
trial plant who possess the actual power 
to specify the use of certain products. 
Wholesalers’ salesmen are also in a bet- 
ter position to ascertain the buying hab- 
its of the industrial users in their terri- 
tory, as well as the service conditions 
within the respective plants. They are 
also in a position to readily ascertain the 
total number of industrial plants in their 
territory, and to divide them into the 
component market groups. 

The manufacturers, on the other hand, 
should be expected to supply wholesalers 
and their salesmen with full information 
on their products and their possible ap- 
plications in the specific industrial plants 
comprising a particular local industrial 
market. In addition, the manufacturers 
should be expected to suggest compre- 
hensive methods for promoting the sale 
of their products, as well as providing 
assistance in sales promotion in the form 
of advertising material or through sup- 
plying the services of “missionary sales- 
men.” 

The analysis of a local industrial mar- 
ket is not a job to be done in a hurry. 
The wholesaler should first undertake 
an analysis for a certain product or 
group of allied products, and when this 
study is completed should move on to 
his next most important product group. 
Each of these surveys when completed 
makes the next one just so much easier 
because of the accumulated mass of in- 
formation on buyers, buying habits and 
product applications which is gradually 
built up. Surveys of local industrial 
markets will not only be of value to 








A Progressive Wholesaler: Ww. B. Davis, 
who heads the company bearing his name 
in Memphis, Tenn., started business in 
1924 with a store measuring 7 by 30 ft. 
and a stock valued at $27.54. During the 
past 10 years the W. B. Davis Electric 
Supply Co. has twice been forced to move 
to larger quarters and, today, is one of 
the largest electrical houses in that sec- 
tion of the South. 


wholesalers and their salesmen, but each 
survey will also be of value to the manu- 
facturers whose products are covered. 
Such field data is hard to obtain and, for 
this reason, the wholesaler has the right 
to expect very full cooperation from his 
manufacturers. 
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Electrical Goods Selected for 
Distribution Cost Study 


Distribution costs of manufacturers, 
and the costs involved in distribution of 
the manufacturers’ products through 
various sales channels will be studied 
as a new project by the Marketing Re- 
search and Service Division of the Bu- 
reau of Foreign and Domestic Com- 
merce, under the direction of S. L. Ked- 
zierski, chief of the Wholesale Trade 
Section. This study is planned to pro- 
vide significant facts for determining 
the total cost of distribution. 

The extensive data gathered in the 
Bureau’s recently completed Real Prop- 
erty Inventory in 64 cities will be used 
as a basis for two studies to be made 
immediately, one for the plumbing and 
heating trades, and the other for the 
electrical goods trade. 


7 
1935 Refrigerators Announced 


During the past few weeks several re- 
frigerators have announced their 1935 
domestic lines. 

Four new models, 4, 5, 6 and 8 cu. ft., 
offered by Fairbanks Morse Home Ap- 
pliances, are each equipped with a “‘Con- 
servador,” a new patented feature pro- 
viding additional storage space for food 
items without the necessity of opening 
the inner compartment of the refriger- 
ator. Food in the “Conservador” may 
be separated as to the frequency of use 
and amount of cold required, resulting 
in a saving of time and electric current 
consumption. The manufacturer claims 
a reduction in electric current cost which 
will give the user each year the equiva- 
lent of three months’ free refrigeration. 

Comprising 18 cabinets, the 21st An- 
niversary Kelvinator line follows the 
styling that helped carry the company to 
an all-time sales record during the past 
year. Chief new attraction is found in 
the addition of new interior features, and 
in the incorporating in the smaller mod- 
els conveniences heretofore reserved 
for the higher priced boxes. 

The new Grunow line was announced 
at a distributors’ meeting held at the 
Lake Shore Athletic Club, Chicago, De- 
cember 16 to 18. Representatives of 75 
distributors attended. Several new 
models were announced in the lower 
priced brackets which were not included 
in the 1934 line. A number of new radio 
models were also shown. 





January, 1935 ELECTRICAL WHOLESALING 25 


Super S 

















BZD 
Ls 
Sys 





with a//-rubber GREEN CorD 


Newly developed by ARROW to go with the modern kitchen — 
in attractiveness, in convenience, in service. The all-rubber 
covered asbestos Heater Cord is smooth and kinkless: — no 
fabric to fray or soil. Can be quickly cleaned; slides smoothly over 
the work. Cord is equipped with unbreakable green rubber Plug Cap 
and green Bakelite SCREWLESS HEATER PLUG — the plug that can’t come 
apart. . . Counter Display in brilliant green and yellow holds 10 Cord Sets: 
No. 158 with switchless plugs; No. 159 with switch plugs. . . An EXTRA PROFIT 
item priced right for its market; an attractive sales proposition for your customers. 
Write us for particulars. * « « « « « 















ARROW ELECTRIC DIVISIONS 
THE ARROW-HART & HEGEMAN ELECTRIC 


CO. HARTFORD, CONNas 
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1 A New Type Switch with 
| New Design, New Features 


New Efficiency, New Value 








Big New Merchandising Plan for 1935 


Ce 


With Jobber’s initial stock order we will furnish FREE, this attrac- 
tive Counter Display with a sample cut-away N, I. D. Switch for inser- 
tion therein and a supply of Folders. This Display will attract atten- 
tion and enable Customers to handle the Switch and inspect its. 
construction. 





“Tell Them and 
You Sell Them” 


This Attractive 


Counter Display 
Will Help You 

















Bu..Dos ELEctric Provucts Co 
OETROIT MICH USA ; 
ATTRACTIVE TWO-COLOR DISPLAY 
Size 29”x18” 


Actual “Cut-away” switch box ji 
ox included wi i 
and supply of 2 color Atentanien folders oe 
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ELECTRICAL 
OFF “Contact ON 
Note~ 
TOGGLE LOCK 
NMecHanisi se ACTION paissume CONTACT 


IUustrating the rolling, wiping contact mechanism 


he N. 1. D. Line represents a NEW DEAL in Switch 
Value and a NEW IDEAL in Switch Design 
7 


Note these unusual features of design and construction: 


Easy Operation 
The Toggle Handle actuates a snap-action mechanism, which secures quick 
and easy operation. 
Arcing Tips 
The movable contacts, as illustrated above, are “toe and heel” type witli 
“arcing tips” and “main contact surfaces”. This prevents pitting and burning 
of the main contact surfaces and preserves them indefinitely. 


Heavy Pressure Contacts 
In the “ON” position, the contact surfaces engage with a rolling, wiping 
action and under a practically toggle-lock pressure that assures Full and 
Positive MAKE. 


Frictionless Knife-edge Bearings 
These give a fine snap action to the operating mechanism, and the absence 
of friction precludes lubrication at the same time ensuring against wear. 


Unbreakable Handle 


The Toggle Operating Handle is Cadmium Plated Steel of ornamental 
appearance in keeping with the fine lines of the Cabinets. 


Applications 
The N. I. D. is the Ideal Switch to use for: 
Service Entrance 
Electric Refrigerators 
Factory Installations 


High Quality but Low Prices 


30 Amp. 125V. and 125-250V. 


Oil Burners 
Air Conditioners 
Home Work Shops 











Pole Blades Fuses Cat. No. List Pole Blades Fuses Cat. No. list 
2 1 1 Plug 96211 $1.90 3 2 2 Plug 95311 2.70 
2 2 2 Plog 95211 2.00 3 2 2 Cart 96321 3.50 
2 2 2 Cart 95221 2.50 DISCOUNT SCHEDULE “G2” 


The N.1.D. Switch is “Chock-full” of more Quality 


Features than your customers have seen in many a day 
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New 
Butt-type 
Contacts 


Heavy 
Pressure 
with 
Wiping 

Action 


Capacity 
up to 3 H.P. 
125-250V 
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Contact Pressure 
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District Code Commissions 
Organize, Elect Chairman 


The divisional code authority for the 
electrical wholesaling trade reports 
that in 30 out of the 41 districts, into 
which the country has been divided, 
the district code commissions have held 
organization meetings and elected chair- 
men. They include 14 independents, 10 
from the General Electric Supply 
Corp., four from Graybar Electric Co. 
and three from Westinghouse Electric 
Supply Co. 

The list of local chairmen is as fol- 
lows: W. V. Price, General Electric 
Supply Corp., Boston; G. C. Krenning, 
Graybar Electric Co., New Haven; 
R. L. Simon, Metropolitan Electrical 
Distributors, Inc., New York City; 
Robert Beller, Beller Electric Supply 
Co., Newark; G. W. Henzel, E. S. & 
E. Co., Albany; D. A. Hughes, Lang- 
don & Hughes Electric Co., Utica; C. 
H. Maier, General Electric Supply 
Corp., Rochester; A. R. Loughborough, 
Graybar Electric Co., Pittsburgh; E. 
D. Knight, Virginian Electric, Inc., 
Charleston, W. Va.; B. J. Dischinger, 
General Electric Supply Corp., Balti- 
more; Paul Tafel, Tafel Electric Co., 
Louisville; C. F. Fitchey, General Elec- 
tric Supply Corp., Indianapolis; A. R. 
Maynard, Graybar Electric Co., De- 
troit; C. P. Damm, Independent Elec- 
tric Co., Muskegon; P. R. Boole, Gen- 
eral Electric Supply Corp., Milwaukee ; 
T. B. Schmid, Crescent Electric Supply 
Co., Dubuque; Walter Northington, 
Graybar Electric Co., New Orleans; 
H. R. Worthington, General Electric 
Supply Corp., Dallas; C. B. Nelson, 
Nelson Electric Supply Co., Tulsa; 
F. A. Johnson, Continental Electric 
Co., Kansas City; J. E. Sweeney, 
Westinghouse Electric Supply Co., 
Omaha: D. E. Ford, Northland Elec- 





At York, Pa., these two smiling fellows 
keep things active for the Westinghouse 
Electric Supply Co. At the right is L. B. 
Polstrock, branch manager, and beside 
him is E. A. Kibbe, store manager. 


tric Supply Co., Minneapolis; H. J. 
Gundlach, Mine & Smelter Supply Co., 
Denver; C. B. Hawley, Westinghouse 
Electric Supply Co., Salt Lake City; 
J. I. Colwell, Graybar Electric Co., 
Seattle; H. B. Rogers, General Electric 
Supply Corp., Spokane; O. B. Stubbs, 
Stubbs Electric Co., Portland; D. E. 
Harris, General Electric Supply Corp., 
San Francisco, B. S. Manuel, Westing- 
house Electric Supply Corp., Los An- 
geles, and H. D. Roseth, Co-op Electric 
Supply Co., Chicago. 
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Small Appliance Market 
To Be Promoted 


At a recent meeting of the committee 
on the Electric Table Cookery Program 
held at headquarters of the Edison Elec- 
tric Institute, New York City, a tenta- 
tive plan was prepared for broadening 
the scope of its effectiveness. 

The objectives will be first, to create 
wider interest in the promotion and sale 
of electrical housewares among all retail 
outlets. Secondly, to encourage planned 
and sustained merchandising effort on 
electrical housewares in order to estab- 
lish the small appliance market on a 
higher plane. 

To effectuate the first objective, a 
monthly news medium will be published 
under the title “Electrical Housewares”’ 
which will be successor to “Table Cook- 
ery Topics.” It is expected that this 
informational bulletin will reach all 
classes of the trade through the help of 
manufacturers, wholesalers and utilities. 

To encourage more aggressive mer- 
chandising effort on small appliances, 
the terms and conditions of a National 
Better Merchandising Contest will be 
announced at a later date. The prospec- 
tive terms and conditions divide the con- 
test into four quarterly periods, during 
which prizes will be offered to depart- 
mentalized stores, specialty dealers and 
utilities for merchandising performance. 

All publicity and prizes will be re- 
stricted to manufacturers contributing 
to the national fund, their products and 
customers. Among the accomplish- 
ments to be recognized by prizes are best 
plans for sales training of retail clerks 
in selling electrical housewares; store 
selling displays of small appliances ; win- 
dow selling displays, and advertising 
and promotional effort on this group of 
household devices. 

Although numerous other appliances 
beside those that might be classified 
under the table cookery group have been 
added to the list to be promoted, the 
slogan ELectric TABLE SERVICE SAVES 
will continue through the program, 
which is sponsored by the Edison Elec- 
tric Institute in cooperation with con- 
tributing manufacturers. 


With the National. Electric Table 


Cookery Program in action, marked im- 
petus should be given to the popular 
numbers of the small appliance house- 
hold market, and a sharp upward trend 
in sales i® expected for 1935, according 
to C. E. Greenwood, commercial direc- 
tor of the Institute. 


Obituary 


Otto Reiman 


Otto Reiman, one of Chicago’s pioneer 
electrical wholesalers passed away No- 
vember 27, at the age of 75. Born in 











Otto Reiman 


Germany, Mr. Reiman was graduated 
from Heidelberg University in 1880. 
Shortly after that he emigrated to the 
United States and took charge of the 
gymnasium at the Columbia Yacht Club, 
Marblehead, Mass. Later he moved to 
Chicago as auditor for the John Smyth 
Co. Mr. Reiman first became interested 
in the electrical field when he joined the 
Central Electric Co. as auditor. In 1904 
he founded the electrical wholesaling 
firm of Otto Reiman, Inc., and continued 
in business until his retirement in 1930. 
His son, Milton Reiman, is now a vice- 
president of the Hyland Electrical Sup- 
ply Co., Chicago. 


Dana Pierce 

Dana Pierce, president of Underwrit- 
ers’ Laboratories, died at Atlantic City, 
N. J., on December 18, at the age of 
63 years. He had been prominently 
associated with the progress of elec- 
trical safety ever since leaving the 
teaching profession as a young man 
to take charge of the electrical depart- 
ment of Underwriters’ Laboratories. 

Mr. Pierce was a past president of 
the National Fire Prevention Associ- 
ation and for many years served as 
chairman of its electrical committee. 
During the war he served as a member 
of the War Industries Board. 
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A NEW SAFETY SWITCH WITH PLUS 


Compare the automobile, the 
streamline train, the aeroplane, the 
telephone .. . all of the things of 
today —with their obsolete forms of 
yesterday. Progress brings change to 
all things... change that means new 
sales appeal...new profits to the alert. 

Cutler-Hammer here announces 
a new small safety switch (Bul. 4140) 
with every desired feature includ- 
ing new modern styling that regis- 


ters immediate success. Suitable for 


entrance switch requirements in 
many sections. Ideal for oil burners, 
domestic stokers, air compressors, 
unit heaters, dairies, laundries, ice 
plants, stores, etc. 

A modern safety switch that puts 
a finishing touch to any installation 
to build good will and greater future 
profits. CUTLER-HAMMER, Inc., 
Pioneer Manufacturers of Electric 
Control Apparatus, 1327 St. Paul 


Avenue, Milwaukee, Wisconsin. 


CUTLER-HAMMER SWITCHES 


BUILT TO THE FAMOUS STANDARD OF CUTLER-HAMMER MOTOR CONTROL 


SALES APPEAL 


Positive Make and Break. Plenty of 
knockouts located near back edges to 
permit direct running of conduit. Not 
only customary ample wiring space 
but mechanism completely removable 





to permit unobstructed pulling of wires. 
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New Pre-Fabricated House Has 

Built-In Electrical Equipment 

A new pre-fabricated house, developed 
by Houses, Inc., New York City, is built 
around a central service unit containing 
a modern electric kitchen and bath and 
a service compartment in which the 
plumbing, house heating, water heating, 
air conditioning, wiring arrangements, a 
built-in radio, electric clock and other 
features are concentrated. The rooms 
are arranged around this service unit so 
that wiring connections are short. A 
single unit of piping connects all plumb- 
ing. It is an engineered house, provid- 
ing an appealing variety of new conve- 
niences and comforts, with economies 
impossible in ordinary construction. 

The house needs no cellar. It can be 
erected with one or two stories. Addi- 
tional rooms may be built on at any time 
at a comparatively small cost, being 
serviced from the same central unit. The 
frame of the house is of steel and the 
exterior walls are of an asbestos com- 
pound with an insulating material be- 
tween. Side wall sections are bound to- 
gether with aluminum strips. Inner 
walls, floors and ceilings are made of a 
patented mineral compound. 

The minimum arrangement of living 
room, two bedrooms, kitchen and bath, 
complete with electric range, refrigera- 
tion and air conditioning will probably 
sell for $3,900 erected on the buyer’s lot. 
The owner pays $38 a month for 15 years 
and receives fire insurance and a life in- 
surance policy, so that if he dies before 
the payment is complete the widow 
owns the house without debt. The entire 
house and equipment is delivered on the 
lot in a truck and erected in 14 days, the 
erectors meanwhile living in the truck. 

The present units will provide for 12 
floor plan arrangements. A colony of 
these houses is now being erected in 
Westchester County, to be lived in this 
winter as a practical trial. Photographs 
and floor plans will be available as soon 
as the Westchester County units are 
erected. 

Vv 


Captive Trout Get Exercise in 
Electric Washers 


An appliance salesman, wondering 
why a relatively small restaurant near 
Ellenville in lower New York State had 
purchased six washing machines, de- 
cided to call on the proprietor and in- 
quire the reason. He wondered still 
further when Joe Medway, the restau- 
rateur, informed him that the machines 
had never cleaned a garment. 

Joe, it seems, operated a rather un- 
usual tourist attraction. He had a pond 
stocked with trout, and permitted pass- 
ing motorists, for a small fee, to select 
a fish which captured their fancy, catch 
it with a net, and then have it cooked 





A Pair of Irishmen get together in At- 


lanta, Ga. J. J. Reilly, left, Atlanta 
branch salesman for National Electric 
Products Co., and R. W. Collins, Econ- 
omy Electric Supply Co. salesman, get 
together for a bit of business and blarney. 





and served. The fish, though, having 
been brought up in sheltered surround- 
ings where there was no battle for ex- 
istence, were soft and flabby—in short, 
sissy trout. 

Then one day Joe made a discovery. 
He had gathered a bunch of netting from 
the water’s edge and rinsed it in his elec- 
tric washer. When he removed the net, 
he noticed a trout jumping about the 
interior of the machine with joyous, 
sprightly, and indeed unwonted, aban- 
don. Thinking this unusual behavior to 
be merely a passing mood, akin to dizzi- 
ness, Medway nonchalantly tossed the 
fish back into its artificial habitat . 
but was he surprised! 

According to the restaurant-keeper, 
the trout no sooner struck the water than 
it was off like a flash, up, down, and 
crosswise, until the placid waters were 
transformed into a sea of tiny whitecaps 
and the other trout were scurrying for 
safety. Finally, says Joe, the bit of 
spotted dynamite swirled into shore, 
came to a spray-raising stop at its own- 
er’s feet, and with wiggles and jumps 
and imploring eyes begged for another 
try at the invigorating currents induced 
by the washer’s activator mechanism. 

“Just a case,” Medway told the in- 
vestigating salesman, “of reverting to 
tvpe. He was a mountain trout, and his 
forefathers fought and bled in rushing, 
roaring streams for their three meals a 
day. He had it in his blood. He couldn't 
help it.” 

The discovery led to a systematic rou- 
tine of such exercise for all of the trout, 
and today the six General Electric wash- 
ers are used only as piscatorial gymna- 
siums. What’s more, Joe’s business is 
growing almost daily. 

“The news is out,” he explains, “that 
I’ve got the gamest trout in the state. 
I’m willing to bet there isn’t a single 
speckled trout from the wildest mountain 
stream in America that could last half 
a round with any one of my ‘activator 
athletes... Why not? They’re scientifi- 
cally trained, that’s why !” 


Greatest Refrigerator Year 
Predicted for 1935 


Electric refrigerator volume in 1935 
will exceed this year’s all-time record 
by 40 per cent, declared Howard E. 
Blood, president of Norge Corp., in 
commenting upon a survey of 1935 buy- 
ing intent among 23,012 consumers 
which indicates that 40.3 per cent of 
non-owning families expect to buy an 
electric refrigerator in 1935. This is 
an increase of 8.1 per cent over last year. 

The Norge survey permits a sales es- 
timate of 1,022,218 units to families (18.6 
per cent) who have thoroughly decided 
to purchase next year. Likewise, it in- 
dicates that 1,192,588 units will be sold 
in 1935 to families (21.7 per cent) who 
hope to buy; depending upon economic 
conditions and the persuasiveness of the 
average electric refrigerator salesman. 
All told, Mr. Blood claims a probable 
1935 volume of 2,214,806 electric refrig- 
erators can be predicted; an increase of 
47 per cent over this year’s record total. 
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Water Coolers Popular With 
Gasoline Service Stations 


Oil companies are becoming more 
and more aware of the fact that service 
is the dominating factor in bringing 
customers into their station and are 
now recognizing water cooling as an 
important part of their service, accord- 
ing to S. V. Alltmont, manager of Kel- 
vinator’s liquid cooling division. Sur- 
veys of business conditions, conducted by 
this manufacturer’s refrigeration engi- 
neers, indicate that conveniently lo- 
cated, properly cooled water promotes 
sales and builds goodwill by improving 
working conditions, improving buying 
conditions, saving valuable time, com- 
bating fatigue, decreasing accidents 
and increasing efficiency. Refreshed 
customers often remain to buy and 
refreshed salesmen sell better. 








Time Out: J. Holda, driver for Benja- 
min Electric Mfg. Co.; Harold Bennett, 
shipping clerk, and Eldon Wiese, counter 
man, were hard at work unloading reflec- 
tors at Hawkins Electric Co., Chicago, 
but took time out to face the camera. 
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Unit Panelboards 
Circuits as required — Cir- 











Type “A” —Safety 
Switch. Heavy-duty, 














cuit-breaker, Knife or Tum- 
bler Switch Control Industrial 
“Bus-wa”’ Safety Switches 
**Flex-a-Power” (Industrial, Entrance) 
“Controlite”’ Open Knife Switches 
“RBI” Switchboards Circuit Breakers 





“RB” Industrial Switch 
“ConverTi-Fuse” — the new with ‘“‘Vystipe’” Fuse Clamps 
interchangeable unit Panel- 
board for Power and Light- 


ing Circuits 





Types “Cc” and “D” 
Enclosed Industrial and 
Entrance Switches 





Meter Service Switches 
Including combinations for 
use with Ranges 





Panelboards Motor Starting Switches 
Switchboards (Magnetic and 
Anchor Taps Manually Operated) 
Open Knife Switches Solderless Connectors Miscellaneous Switches Industrial Circuit Breakers 





Type “TM-2” Combination Magnetic 
Thermostatic Heater and Disconnect —in one Magnetic Switches 
Units Max. H.P. 2 at enclosure — pressed steel In pressed steel and cast iron 
550 V.A.C. or cast iron enclosures—7% to 25 H.P. 


A GENERAL ELECTRIC ORGANIZATION 


THE TRUMBULL ELECTRIC MFG. CO. 
8 


PLAINVILLE, CONN. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 





Advertised Lines Get Preference 


I tell my salesmen that trade paper 
advertising is a crowbar for all sales- 
men to use. By spending a lot of money 
for this advertising, manufacturers are 
helping wholesalers’ salesmen get more 
business on their lines. These ads are 
keeping the trade pepped up—all along 
the line—which, of course, helps the 
salesman. 
all of these advertised lines 
are leaders with us; but you know that 
being human, sometimes salesmen let 
leaders slip by. But these manufacturers 
keep their lines up in sales—because 
they keep on plugging away, helping 
the salesman to help himself and inci- 
dentally to help his house. 


Nearly 


It seems to me that I feel more loyal 
to a manufacturer who is doing a steady 
and judicious job of advertising. It 
must be that sometimes he feels like let- 
ting it slip some months—especially 
when business is bad—but when he 
doesn’t, then I feel that the least we can 
do is to turn in and give him our loyal 
support.—AN AUTOMOTIVE DISTRIBUTOR 
in Jobber Topics for December. 


v 
A Buyer's Viewpoint 


As I see it, the only justification of 
a buyer's existence is ability to save 
money for the company. Any $20-a- 
week clerk can write orders from requi- 
sition blanks, but it takes more than 
that to buy wisely and economically. 
Hence the salesman who can point the 
way to new economies need never worry 
about getting a_ satisfactory hearing 
with the buyer. 

If I were to set down the most im- 
portant sales commandments on a huge 
tablet, | would list them as follows: 1. 
know the facts before making sweeping 
statements, 2. Don’t try to cover your 
entire catalog in one visit, 3. Accept 
the results of a trial in a sportsmanlike 
manner. 4. Know when to leave, and 5 
courteous.—Apba C. Lewis, buyer, 
Cutler-Hammer, Inc., Milwaukee, in 
Mill Supplies, for December. 


v 
Profits from Trade Paper Ads 


Before the depression we heard lots 
of talk about the danger of counting 
paper profits. But there’s a type of paper 


Be 








profits that you can count and keep 
counting as long as you watch for 
them—Trade Paper Profits. 

Here is evidence galore that trade 
copy isn’t simply conceived in the mind 
ef an ad writer. It starts with sugges- 
tions from the manufacturer, based on 
his experience and field work—corrob- 
orated or altered by actual contact with 
outlets, both successful and unsuccessful 
—then made readable and interesting by 
the advertising man. 

The next time you find yourself ab- 
scrbed in a trade paper, try giving the 
ads a few moments. Pick out the sales 
ideas that will fit your business. It’s 
more fun than working cross-word puz- 
zles and much more satisfactory —RIcH- 
ARD Picarp in Automobile Trade Jour- 
nal for December. 


v 
The Small Retailer's Future 


The small dealer still predominates in 
almost every country in the world and 
there is nothing to indicate that the 
small retailer system will ever be re- 
placed by any other system of distri- 
bution. In 1933, compared with 1929, 
according to the Census, while retail 
sales fell off nearly 48 per cent, the num- 
ber of retail stores declined but 1.5 per 
cent. The number of active proprietors 
oi retail establishments not only did not 
decline during the business depression, 
but actually increased a little over 4 
per cent. This increase in retailers 
must have been an increase almost en- 
tirely in the number of small, indepen- 
dent merchants. There were no increases 
in the numbers of large concerns, nor 
in chain store units. 

The small store continues to be a 
field of opportunity for men and women 
with limited capital who want to run 
their own businesses. The requirements 
of retailing are much the same regardless 
ot the type of ownership, and in their 
simplest terms are as follows: 1. a 
good location; 2. a suitable building; 3. 
layout and equipment that help to sell 
goods; 4. adequate lighting, heating, 
ventilation; 5. order and cleanliness; 6. 
merchandise which people want; 7. ef- 
fective display of goods; 8. intelligent 
salesmanship and service that sells and 
makes friends; 9. advertising that brings 
customers to the store; 10. reasonable 
prices that customers are willing to 





Hard Working Wholesaler: Although it 
was six o'clock in the evening, W. M. 
Ackerman, president, Ackerman Electrical 


Supply Co., Grand Rapids, Mich., was 
found still at his desk working hard on 
plans for developing more sales. 





pay. Two other necessities are compe- 
tent management and adequate control. 
There is not a single one of these 10 
requirements which cannot be as effec- 
tively provided by small independent 
stores as by chains or department stores. 
One of the weaknesses of the large store 
is that it does not get the high initiative 
and personal performance of its man- 
agers and employees that is possible in 
an independent retail store under a live, 
intelligent, ambitious owner.—PavuvL H. 
Nystrom, professor of marketing, Co- 
lumbia University, in Domestic Com- 
merce for December 10. 


v 


Code Authorities Need Services 
of Trade Associations 

Trade associations have made a large 
contribution to making self-government 
in industry a practical, workable thing. 
A code authority is an agency of lim- 
ited powers and functions. Its functions, 
as such, do not extend beyond the scope 
of the code’s provisions. The most ef- 
fective code authorities make the great- 
est use of the available facilities of their 
trade associations and the code authority 
in each industry may pay for the cost of 
using such facilities for code activities. 

Funds collected by the trade associa- 
tion may be used to promote the industry, 
but code authorities may not use their 
funds for promotion. Industries operat- 
ing under a code may rightfully com- 
plain to the administration when they 
have evidence that assessments for code 
administration purposes are being em- 
ployed along trade association lines.— 
From an address by BLACKWELL SMITH, 
acting general counsel, NRA, before 
14th annual convention of American 
Trade Association Executives. 
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OU know some of the tools a General Electric lighting engineers. Do you use their services when a 
franchise offers you to help you get accounts... lighting problem stands between you and a potential 
window display service, merchandising units, organ- contract? 
ized campaigns to help back your agents. But are you General Electric salesmen are located in more than 
taking full advantage of General Electric’s vast local- 70 principal cities. They know how to sell lighting. 
ized organization in your fight for more business? Do you ask them to help your salesmen sell? Are 
The map above gives some idea of how the sales and you using their trained sales experience to help you 
distributing organization of the Incandescent Lamp close important deals? 
Department of General Electric covers the country You’ve probably heard about all these facilities be- 
...the 17 lamp division headquarters, the warehouses fore... but are you using them to get new accounts 
strategically located within +8 hours of nearly any ... to expand old ones? If you don’t know how to 
point in the country, and the headquarters for lamp use them to your best advantage, get in touch with 
salesmen. the lamp division that serves you. General Electric 


Each of the division headquarters has a staff of field Company, Nela Park, Cleveland, Ohio. 
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Latest Code Developments 





Rules Prescribed for Handling 
Code Authority Funds 


The National Industrial Recovery 
Board has issued regulations which must 
be followed by all code authorities in 
handling money collected for code ad- 
ministration. 

The prescribed rules call for a bonded 
receiver for all money collected, sepa- 
ration of code authority funds from all 
others, keeping accurate and adequate 
accounting records available for inspec- 
tion by NRA, periodic reports to the 
Administration, audits by independent 
accountants at the end of each budget 
period, and submission of financial re- 
ports to all contributors to code funds 
within 60 days after the budget closing 
date. 

These regulations provide that each 
such code authority must furnish ade- 
quate information regarding observance 
of the rules, and any action of a code 
authority is subject to NRA disapproval 
if found that it is not in accord with the 
order. The order further defines the 
term “competent, independent auditor” 
who is to conduct the audit at the end 
of each budgetary period. 


v 


Lumber Code Authority Proposes 
Building Promotion Program 
The lumber code authority has sub- 

mitted to the National Industrial Re- 

covery Board a proposal for financing 

a program “for trade promotion pur- 

poses, including activities designed to 

stimulate building construction and 


modernization in general, and especially 
in promotion of the purposes of the Na- 
tional Housing Act”. A public hear- 
ing on the proposal was held in Wash- 
ington on December 27. 

The lumber code authority would 
finance the program with a contribution 
not exceeding five cents per thousand 
board feet of lumber sold by members of 
the lumber and timber products indus- 
tries. The proceeds would be handled 
in a separate account. The proposal is 
in the form of an amendment to the code 
section dealing with code reports and 
fees. 

v 


Outside Salesmen Must be Paid 


When Working Inside 


The following interpretation of the 
retail code has been officially approved 
by NRA: 

Facts.—An outside salesman, excepted 
under order No. 5, is required by retail- 
ers to serve an hour or two inside of 
the store each day in the course of the 
employment without compensation in or- 
der that the maximum hours of employ- 
ment are not exceeded with respect to 
the inside salesmen. 

QueEstiIon.—Is it permissible for a re- 
tailer to require an outside salesman, ex- 
cepted under order No. 5, to serve an 
hour or two inside the store each day 
in the course of the employment without 
compensation, in order that the maxi- 
mum hours of employment are not ex- 
ceeded with respect to the inside sales- 
men; and does the code govern the hours 
worked by such an employee inside the 
store? 





Manufacturers Attend Open House at an Industrial Show held recently by 


the Wm. H. Taylor Co., Allentown, Pa. 


Manufacturers’ men in attendance 


included: F. M. Oglee, Trumbull Electric; N. H. Copple, Simplex Wire and Cable; 
Nelson Cody, Thomas & Betts; A. W. Hale, Phelps Dodge; G. W. Roberts, 
‘General Electric; A. M. McNeill, Economy Fuse; M. J. Booth, Crouse-Hinds; 
James Cahill, Youngstown Sheet & Tube; Wm. J. Kmetz, Habirshaw Wire and 


Cable and Charles Stegmaier, Bryant Electric. 


Second from the right is G. F. R. 


Bahnson, general manager of the Wm. H. Taylor Co. 


INTERPRETATION. — When an outside 
salesman performs the functions of an in- 
side salesman he must receive, in addi- 
tion to the compensation he receives for 
his work as an outside salesman, not less 
than the minimum wage prescribed by 
the code for inside salesmen during the 
time he is performing these functions. 
Insofar as a particular employee per- 
forms the duties of an inside salesman 
his hours of labor must be governed by 
article V, sections 1 and 6, of the code 
for the retail trade. 


v 


Budget Filed with NRA for 
Electrical Wholesale Trade 


The code authority for the electrical 
wholesale trade has made application to 
the National Industrial Recovery Board 
for approval of its budget for code ad- 
ministration, and of the basis of contri- 
bution to the same by members of the 
industry. 

The total amount of the budget for 
the period from August 23, 1934, to 
August 23, 1935, is $50,559.02. The 


basis of contribution is as follows: 


On the net sales for the calendar year 
1935, $25 minimum on each electrical 
wholesale house, plus an assessment at 
the rate of 1/40 of one per cent of the 
net sales in excess of $50,000. 

Notice was given by NRA on Decem- 
ber 7 that any criticisms of, objections 
to, or suggestions concerning this budget 
or the basis of contribution should be 
submitted to Deputy Administrator 
Crockard prior to December 26. 


v 


Industrial Supply Distributors 
Submit Code Budget 


The code authority for the industrial 
supplies and machinery distributors’ 
trade has applied for approval of a budget 
of $25,000 for the period from Decem- 
ber 8, 1934, to December 7, 1935. As- 
sessments would be on the basis of one- 
fortieth of one per cent of sales of mem- 
bers of the trade. 


v 


Hardware Wholesalers Seek Ex- 
emption from Plumbing Code 
A public hearing was held December 

17 on the applications of the code au- 
thority for the wholesale hardware trade 
and of the National Wholesale Hard- 
ware Association for exemption from 
the code for the industry of wholesaling 
plumbing products, heating products 
and/or distributing pipe, fittings and 
valves. The code authority and the asso- 
ciation contended’ it is impracticable 
for hardware wholesalers to operate 
under the plumbing products code. 
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New Benjamin Equipment 





for New Sales Opportunities 


1935—a big year for lighting equipment sales. And the jobbers’ 
salesmen handling Benjamin equipment will be in the best position 


to take advantage of these opportunities. 
types for special locations which you ought to know all about. The ° 


Here are three new 


special features of this new Benjamin lighting equipment create 
new selling possibilities in an ever widening field of usefulness. 





Type “V” Vapor Proof 
Lighting Fixtures 


Enclosed units for use in indoor 
and outdoor locations where lighting 
equipment is subjected to rough han- 
dling and exposed to the deteriorat- 
ing effects of corrosive fumes, 
vapors, smoke, dust and moisture. 
Some of the outstanding features 
are: 


Lamp receptacle sealed to inner 
flange of fixture body independently 
of globe seal. 


Conduit system and wiring chamber 
will always remain tight, even though 
enclosing globe is broken or removed. 


To prevent globes against breakage, 
fixtures can be supplied with rugged 
aluminum guard. 


Bodies are of special cadmium plated 
alloy iron, furnished tapped for con- 
duit and are provided with internal 
conduit stops. 


Fixture body is streamlined to elimi- 
nate pockets for accumulation of dust. 


Listed as Vapor Proof by Underwrit- 
ers’ Laboratories. 


Among the more common loca- 
tions where these fixtures may be 
used are railroad roundhouses and re- 
pair shops, tunnels, viaducts, bridges, 
safety islands, railroad crossings, 
quarries and gravel pits, power 
houses, dams and power projects, 
loading docks and platforms, “i, 
ments, shower rooms, breweries, ice 
manufacturing plants, meat packing 
and cold storage plants, barns, farm 
out-buildings or any locations where 
non-combustible dust is present. 





Dome, Angle and 


Symmetrical 
Shallow Dome reflectors are available 
for pendant and ceiling bodies and 
for angle bodies where proper clear- 


ance can be arranged. Reflectors 
are of one piece, seamless steel, with 
closed bead, finished inside and out- 
side in enduring, acid-resisting por- 
celain enamel. 


BENJAMIN ELECTRIC MFG. CO., Des Plaines, III. 


FLOODLIGHTS 


BEN/AMI 


PANELBOARDS).. ... 


FLOODLIGHTS 


FITTINGS... 


Explosion Proof 
Lighting Fixtures 





Meet every requirement for instal- 
lation in atmospheres containing the 
vapors of gasoline, common petro- 
leum, naphtha, alcohol, acetone, lac- 
quer solvents and natural gas. Listed 
by Underwriters’ Laboratories for 
Class |, Group D hazardous locations. 


Type IIl-G Dust-Tight 
Lighting Fixtures 





Designed to meet present Under- 
writers’ requirements for locations 
such as flour mills and grain eleva- 
tors. Weather proof and moisture 
proof. Screw glass globe gives added 
protection where there is danger of 
spoilage, as in food products plants, 
from breakage of unprotected esting 
Can be furnished with or without 
reflectors. 


WE DO OUR PART 


Get complete information on sizes, prices and unusual 
range of installation and sales possibilities. 


New York—Chicago—San Francisco 


SIGNALS 
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Trade Associations 





NEMA to Hold Mid-Winter 
Meeting in New York 

The Mid-Winter Conference of 
NEMA, to be held at the Waldorf-Asto- 
ria Hotel, New York City, February 6-8, 
will include section, group, sub-group 
and division meetings. 

The general meetings are expected to 
deal largely with matters of govern- 
mental activity, proposed legislation, 
changes in the NRA program and plans 
affecting the welfare and interests of the 
industry as a whole. 


v 


C. H. McClean Heads Kansas 
City Electric and Radio Ass'n 


Officers and directors of the Kansas 
City Electric and Radio Associaiton for 
1935 include the following wholesalers: 
C. H. McClean, Graybar Electric Co., 
president; W. S. Blue, Columbian Elec- 
trical Co., vice-president in charge of de- 
velopment; J. G. Sour, Moser & Sour, 
Inc., vice-president in charge of radio; 
F. M. Bernardin, General Electric Sup- 
ply Corp.; E.J.Goetze, Midwest Grunow 
Co., and Fred B. Jenkins, Jr., Jenkins 
Music Co., directors. 


Vv 
ECA Divisions Elect Officers 


At the recent annual meeting of the 
Central Division, National Electrical 
Credit Association, A. P. Bergner, credit 
manager, Westinghouse Electric Supply 
Co., Chicago, was elected as president 
for 1935. 

Wholesalers elected to office by the 
Philadelphia Division included Jos. 
Wurzell, Raymond Rosen & Co., vice- 
president; Earl A. Wilson, Colonial 
Electric Co., and A. S. Brooks, General 
Electric Supply Corp., national board 
representatives. 


v 
4-Point Program for NEMA 


Realizing that the problems of the 
year ahead will in some ways be the most 
critical that the electrical manufacturing 
industry has ever faced, and that the de- 
cisions to be made will be the most im- 
portant that the industry has ever had to 
make, President F. C. Jones of NEMA 
has set up a 4-point program covering 
the principal objectives of the associa- 
tion as follows: 

1. To help establish and maintain 
sound relations of government and busi- 
ness. 


2. To protect the best interests of all 





the industry from attack both from with- 
in and outside the industry. 

3. To cope with relation of the indus- 
try to the nation’s economic, social and 
political problems. 

4. To promote the greater use of elec- 
tricity and electrical products. 


v 


RMA Revises Nomenclature of 
Tubes and Receivers 

Nomenclature of radio receiving sets 
and also of tube numbering standards 
have been perfected by the RMA Gen- 
eral Standards Committee, of which 
Virgil M. Graham of Rochester, N. Y., 
is chairman. The industry definitions of 
receiving sets have been revised as fol- 
lows: 

“A Standard Broadcast Receiver is 
one which will respond to the entire 
broadcast frequency range of 540 kilo- 
cycles (555.2 meters) to 1600 kilocycles 
(187 meters). 

“An All-Wave Receiver is one whose 
tuning ranges will respond to all fre- 
quencies between 540 kilocycles (555.2 
meters) and 18,000 kilocycles (16.6 
meters ).” 

Definition of the “Standard and All- 
Wave Broadcast Receiver” is receiving 
further study with a view to a better 
definition. 

The committee has also adopted as 
RMA standards the “Requirements on 
Power Operated Receiving Appliances” 
of the Underwriters’ Laboratories. This 
action is to effect adoption of these stand- 
ards by the American Standards Asso- 
ciation for establishment in pending 
ordinances of New York City and other 
municipalities in local regulation. 

The new tube standards adopted by 
the committee provide for designation of 
types of receiving tube bases by a system 
of three digits, the first, being a letter, 
indicating the size and type of base 
shells; the second digit, being a figure, 
indicating the number of pins, and the 
third digit, a letter, indicating the pin 
arrangements. Details of the new stand- 
ards are being supplied RMA members. 


v 


Kansas City Association Now 
District Code Headquarters 


For the past six months the Kansas 
City Electric and Radio Association has 
been acting as secretarial headquarters 
for the district agency supervising the 
operation of the radio wholesaling code 
in western Missouri and eastern Kansas. 
It is now performing the same function 
for the district commission handling the 





Nearly Missed: Referring to the pho- 


tographer, not to these salesmen. Apolo- 
gies to W. W. Booth, Harvey Hubbell, 
Inc., for practically leaving him out of 
the picture. T. R. Maclvor, salesman at 
Graybar’s Hammond, Ind., branch, ap- 
pears to have a jumbo Graybar tag at- 
tached to his left elbow. 





electrical wholesaling code in Kansas 
and western Missouri. Frank A. John- 
son is chairman of the latter, and serving 
with him are F. M. Bernardin and Wm. 
Rossner of Kansas City, Burl Martin of 
Wichita, and Luther Reid of St. Joseph. 


v 


Industrial Campaign Next on 
Better Sight Program 

Since eyes are used in commerce and 
industry as well as in the easy chair at 
home, the Better Light-Better Sight 
Program moves into its next phase this 
month when a _ commercial-industrial 
program will be launched, proceeding 
into a direct selling campaign during 
February and March. 

The Federal Housing Program will 
be tied into strongly as a means of in- 
creasing commercial lighting. Special 
educational material and sales promotion 
plans are to be prepared for and directed 
to each of the integral groups—manu fac- 
turers, wholesalers, contractor dealers 
and utilities. 


v 
EHFA Finances Electric Pumps 


Approval of contracts for the financ- 
ing of deep and shallow well electric 
pumps produced by five additional manu- 
facturers has been announced by EHFA. 
They are: Everite Pump and Manufac- 
turing Co., Lancaster, Pa.; Gould 
Pumps, Inc., Seneca Falls, N. Y.; The 
McKays Co., St. Paul, Minn.; Monarch 
Engineering Co., Dayton, O.; A. D. 
Cook, Inc., Lawrenceburg, Ind. 

Retail prices for the deep well pumps 
range from $90 to $140 and prices for 
the shallow well pumps have a range of 
$52 to $68. These prices include a com- 
bined pressure and storage tank in addi- 
tion to the pump equipment. EHFA 
financing will not be available for well 


digging. 





January, 1935 ELECTRICAL WHOLESALING 37 


BRYANT 


RANGE RECEPTACLE 















EYE APPEAL 


The glossy-black Templus casing, with 
attractive lines, is the answer to the re- 
quirement for good appearance on the 
range installation. 


No. 3826 RANGE 
RECEPTACLE 


QUICK INSTALLATION 


The solderless connections fulfill 
the requirement for quick and 
easy installation. 

Other features of interest to the 
installer are: 









No. 3826 


A. Husky, single screw terminals, with WITH CASING OFF 
washers to provide a large, stable, 
bearing surface for the wires. 


B. 3/4 inch and 1 inch knockouts in ee iil He i 
bottom and back. siisitie 

C. Cable clamp for bottom or back 
entrance of cable to hold either BX 
or non-meiallic sheathed cable. 

D. Grounding strap No. 3827 may be 


used when armored cord seis are 
to be used on the installation. 























No. 3827 GROUNDING STRAP 





For further information write to the nearest Bryant Office 


3 Re y A N T Superior Wiring Devicer 
Manufactured by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORK 100 East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Wholesaler 


Acctivities 





Virginia Distributor Conducts 

Training School for Cripples 

Termed by a high federal educational 
official “the best rehabilitation project 
in the 13 Southern states,” a refrigera- 
tion school inaugurated and conducted 
by Thurman & Boone, Kelvinator dis- 
tributors of Roanoke, Va., is providing 
invaluable vocational training for crip- 
pled youths from all parts of Virginia. 

The project is said to be the only one 
of its kind in the country. Classes are 
held daily at the headquarters of Pugh 
& Whitescarver, Kelvinator dealers. W. 
M. Wolfenden, Thurman & Boone sales 
manager, is in charge of the undertak- 
ing. J. L. Pugh and C. K. Whitescarver 
are the other members of the faculty. 

An opportunity to learn every phase 
of the refrigeration service trade is 
given the students. Each man who com- 
pletes the course is presented with a 
service kit containing $20 worth of tools 
purchased with emergency relief and 
vocational service funds. 


v 


San Diego Wholesaler 
Enlarges Force 

The Electric Supplies Distributing 
Co., San Diego, Cal., announces that 
Bart A. Murray has been promoted 
from inside work to city salesman calling 
on all types of dealer accounts. Norman 
Ferguson, who comes equipped with sev- 
eral years’ experience in his father’s 
electrical contracting business, has been 
added to the organization and will have 
charge of counter sales. Dick Berdel, 
formerly with the Beacon Electric Co., 
electrical contractors, has been placed in 
charge of the shipping department and 
will have as his assistants Bob Berdel, 
Glenn Ballantine, Gene Kehr, and Bob 
Reagan. 








Behind the Counter: Although Jack 
Fink, front, lamp and fixture manager, 
Efengee Electrical Supply Co., Chicago, 
is usually in his own department, he 
stepped behind the counter to be snapped 
with Louis Breit, counter salesman. 


A complete, individualized, commercial 
lighting display rack has been installed 
for the convenience of contractors and 
their prospects. 


v 


Times Appliance Branch 
Taken Over by Hall 


Eric Hall, formerly Albany district 
manager of the Times Appliance Co., has 
taken over the management and owner- 
ship of Allen-Ingraham, Times Appli- 
ance subsidiary. Davis Silvernell and 
Mr. Treuske have been added to the sales 
force, the latter specializing on lighting 
equipment. Arthur Dewhurst has joined 
the service organization. 


v 


Eagle Electric Supply Opens 
New Main House 

Headquarters of the Eagle Electric 
Supply Co. have been moved from 3 
Greenwood St., Dorchester, Mass., to 
a new four-story building at 142 Friend 
St, Haymarket Square, Boston. 
Branches of this company are located in 
Cambridge, Malden and Quincy, Mass., 
Portland, Me., and at Greenwood and 
Erie Sts., Boston. 


v 


Hudson Electric Supply 
Enlarges Showrooms 
The Hudson Electric Supply Co., 
Union City, N. J., has recently completed 
alterations of its quarters at 957 Ber- 
genline Ave. The entire first floor is now 
devoted to lighting fixture showrooms. 





Personals 





E. M. Cuppy, formerly with the Syra- 
cuse Supply Co. and John S. Maxon Co., 
and recently valuation engineer with the 
New York Public Service Commission, 
is now handling industrial accounts for 
the City Electric Co., Syracuse, N. Y. 
Emory L. Puckett, who formerly cov- 
ered these accounts, is now concentrat- 
ing on merchandising lines. 

JosepH Morris was recently appoint- 
ed credit manager at the San Francisco 
house of the Westinghouse Electric Sup- 
ply Co. 

Joun J. Listeckt, who has been asso- 
ciated with the Western Electric and 
Graybar organizations in Seattle since 
1907, has been appointed merchandising 
manager for the Seattle district. 





The Boss: Stepped outside for this pic- 
ture with her son, L. R. Klose, II, right, 
secretary, and the sales manager, E. D. 
Spooner. Mrs. Klose, an energetic and 
capable woman, heads the L R. Klose 
Electric Co., Kalamazoo, Mich. 





GeorcE H. HorrMan has been trans- 
ferred from general office and store work 
and is now traveling Virginia, West 
Virginia and Maryland for the National 


Electrical Supply Co., Washington, 
a <. 

Jack CAIN is now refrigeration sales- 
manager at Graybar’s Indianapolis 


branch. WILLIAM HOLT is a new sales- 
man. 


R. D. (Dick) Garr, who has traveled 
the central Indiana territory for a num- 
ber of years, is now in charge of sales at 
the Industrial Electric Supply Co. of 
Muncie. 


v 


Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of October: 














Oct. 1934 with | gie, 

—————| with 
Federal Reserve | Sept. | Oct. year 

District 1934 | 1933 

CRUERG oie ccc +18.4/4+19.3 | +42.1 
Philadelphia ..... ~ 6. |+12. | +26. 
San Francisco ... | +11.8/+20.8 | +37.2 
Lo ie OT a a ne ide Fel oo a 
BUEN 5055. ee + 9.8 |+57.7 | +433 








x. -& 


have 


Instructions: Here 
Dresser, operating manager, General Elec- 
tric Supply Corp., Lansing, Mich., show- 
ing J. C. Many, stock supervisor, just how 
to do it. 


we 
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The HAMILTON BEACH LINE 


OFFERS A REAL OPPORTUNITY 


F°? 1935 PROFITS 


New No. 10 
Model 
$57.50 


attachments 
$6.00 


Equipped with powerful 2-speed motor. 
Nozzle adjustable to 5 positions with 
toe-action adjusting lever. Swiveled 
rear wheels provide finger-tip control. 
Motor-driven brush cleans with beat- 
ing-sweeping-suction action. Retail 
price of $57.50 allows an exceptionally 
good margin for sales promotion and 
profit. 


HAMILTQ,, 


Hand Cleaner—with powerful suction. 
Carefully balanced for ease of opera- 
tion. Has improved moth preventive 
method approved by Good Housekeep- 
ing Institute. An established Hamilton 
Beach sales success. Retail price $13.50. 


Safety Night Light—gives a soft 
mellow light—does not interfere 
with sleep. Costs 2 cents a month 
to burn all night. A fast turn- 
over counter item. Retails for 
$1.00. 


New Food Mixer—Never have you been able to offer a 
food mixer retailing below $20.00 that has all the selling 
features of the new Hamilton Beach—57% more power 
than previous model... No radio interference .. . One 
hand portable operation . . . Bowl control... One piece 
guarded beaters... Tilt-back motor... Patented tapped- 
field speed control Practical labor-saving attach- 
ments... New streamline beauty ... Retail price $18.75. 
(Western price $19.75)—attachments extra. 


To cash in on this opportunity we suggest 
you take advantage of all the sales aids we 
have planned. 


Every Hamilton Beach product is loaded 
with selling features. Study them—point 
them out to your dealers. 


Hamilton Beach advertising will appear in 
Good Housekeeping, American Magazine, 
Woman’s Home Companion, Better Homes 
and Gardens, American Home and The 
Saturday Evening Post. This advertising 
will start in February and will be kept be- 
fore millions of readers each month. Spring 
promotional campaigns will be pointed for 
Mother’s Day and June Bride gift business. 


More than 50,000 dealers will be reached 
every month through trade paper adver- 
tising and direct dealer mailings. 


We accept no orders from our advertising. 
All inquiries are referred to wholesaler or 
retailer. We are 100% for price mainte- 
nance. This clean-cut policy insures a fair 
profit for everyone. 


HAMILTON BEACH COMPANY, Racine, Wis. 


Sewing Machine Motor— 
Makes any treadle type 
sewing machine into an 
electric. No installation 
required. Speed con- 
trolled by foot rheostat. 
Retail price complete, 
$12.50 (western, $13.50). 


New 
No. 8 
Model 
$34.75 


attachments 
$6.00 

A full size motor-driven beating brush 
cleaner with unusually strong suction. 
Light in weight—easy to operate 
or carry. Hamilton Beach quality 
throughout—an outstanding’ value. 
Retails for only $34.75—yet carries the 
same liberal discounts as our other 
models, 


Hair Dryers—The New No. 5 sup- 
plies a gentle blast of either warm 
or cool air. Light in weight—and 
retails for only $7.95 (western price 
$8.45). Stand Type No 3, $14.00 
(western, $14.50); Heavy Duty No. 
2, $16.50 (western, $17.00). 


Vibrators—In two models. One 
with Universal constant speed 
motor—the other regulated for 
7 speeds. Valuable Health Book 
with each set. Retail price, 
$13.50 (western, $14.00). 
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BullDog Names H. G. Leavell 

as Cleveland Manager 

Harry G. Leavell, for 10 years a mem- 
ber of the staff of the Cleveland Elec- 
trical League, heading up the industrial 
division, and serving as association 
manager for the past six years, severed 
his connection with the League on De- 
cember 1 to become Cleveland district 
representative for the BullDog Electric 
Products Co. of Detroit. 

Prior to his connection with the Cleve- 
land League Mr. Leavell was for four 
years connected with the Luetkemeyer 
Co., and before that with the Columbus 
Railway Power and Light Co. 


v 


Kelvinator Opens Chicago 
Branch 

Kelvinator Corp. has announced the 
opening of a factory sales branch at 
830 Rush St., Chicago. G. E. Rogo has 
been named manager of the outlet, which 
began operations December 1. 

In the city of Chicago proper the 
branch will confine its activities to air 
conditioning and apartment house 
work, with household refrigeration and 
the corporation’s other products being 
handled by Commonwealth Edison Co. 
Outside Chicago the branch will dis- 
tribute all Kelvinator lines, including 
general commercial, liquid cooling, 
domestic, automatic heating and air 
conditioning equipment. 


v 


Coil Winding Discontinued by 
General Cable 


An announcement released last month 
by the General Cable Corp., New York 
City, states that: 

“For a considerable period we have 
observed the increasing tendency of coil 
users to establish their own winding de- 
partments, necessitated in some instances 
by the character of the product in which 
these coils are used. Recognizing the 
existence of this situation, we have made 
our plans accordingly and announce the 
closing of our coil winding department 
effective as of December 31. This 
change in policy pertains to finished coils 
alone. Our departments for production 
of magnet wires of all types will be con- 
tinued.” 


v 


O'Connell Made Manager of 
Westinghouse Air Conditioning 


L. D. O’Connell, formerly industrial 
division manager for the St. Louis of- 
fice of the Westinghouse Electric & 


Manufacturing Co., has been appointed 
manager of air conditioning with super- 
vision over sales, engineering and manu- 
facturing activities of all air condition- 
ing apparatus. 

v 


Cordiner Will Supervise 
G. E. Radio Sales 


J. L. Busey, manager of appliance 
sales, merchandise department, General 
Electric Co., Bridgeport, has announced 





R. J. Cordiner 


that R. J. Cordiner, formerly manager 
of the heating-device sales section, has 
been appointed assistant manager of ap- 
pliance sales in general charge of radio 
sales development. B.C. Bowe will con- 
tinue as manager of sales in the radio 
sales section. 

C. J. Hendon, appliance sales manager 
at Atlanta, has been transferred to 





C. J. Hendon 


Bridgeport and succeeds Cordiner as 
manager of heating device sales. 
Beginning with the new line to be in- 
troduced in the late summer of 1935, 
General Electric radio receiving sets will 
be manufactured at the Bridgeport plant. 


New Sylvania Appointments 

T. G. “Tom” Carroll, who has been 
Hygrade lamp sales representative for 
Hygrade Sylvania Corp. in the Cincin- 
nati territory for the past three years, 
has recently also been given charge of 
Sylvania tube sales in the same territory. 

G. R. Wannen, who has handled tube 
sales in this territory since September, 
has been transferred to the eastern sea- 
board, where he will act as special sales 
advisor, working with distributors. For 
the next several months, he will make his 
headquarters in Washington and Balti- 
more. 

R. H. “Bob” Stroud, formerly conven- 
tion manager for Atwater Kent, has 
been appointed Kansas City sales repre- 
sentative. 


Vv 


New Texas Representative 
for Wolverine Tube 
D. J. Baker, 823 Clermont St., Dallas, 
has been appointed by the Wolverine 
Tube Co., Detroit, to handle the sale of 
its soldering lugs and splicing sleeves in 
Texas, Oklahoma and Arkansas. 


v 


Holophane Promotes Cameron 

A. D. Cameron, who joined the Holo- 
phane Co., New York City, in 1931, has 
been elected vice-president in charge of 


sales. 
v 


J. R. Henry Now With 
Patrick & Wilkins 


J. R. Henry recently joined the Pat- 
rick & Wilkins Co., of Philadelphia, in 
the capacity of sales engineer. He will 
contact customers and prospects out of 
the Philadelphia office. 


v 


G. E. Washers to Be Manufac- 
tured in Bridgeport 

All General Electric wringer-type 
washers will be manufactured at Bridge- 
port, starting in February, according to 
an announcement by the General Elec- 
tric Co.’s Merchandise Department. 
This will centralize the production of 
practically the en. ‘re line of home laun- 
dry equipment, as flatplate ironers were 
already being made in the Bridgeport 
plant. 

“With the addition of this new line,” 
C. E. Wilson, vice-president in charge 
of the Merchandise Department, com- 
mented, “production in the Bridgeport 
works will be still further expanded and 
diversified. Beginning here originally 
with only the manufacturing of wiring 
devices, we have gradually added con- 
duit products, a variety of types of wire 
and cable, fans, sun-lamps, heating ap- 
pliances, flatplate ironers, radio receiv- 
ers, and now electric washers.” 
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16” Oscillating Fan—Satin Black Finish 12” Oscillating Fan—Satin Black Finish 


NEW DIEHL FANS FOR 1935 


New beauty and new performance mark the 1935 Diehl Fans. Their looks 
alone will sell them, their outstanding performance will build lasting good-will. 





Look at the group. The handsome finishes and graceful designs harmonize 
with any surroundings. The modern guard is stronger, safer, more attractive. 
The new blades move more air and do it smoothly—noiselessly. Back of all 
is the newest Diehl Fan Motor—quieter, more efficient, and with years of life 
built into it. 


1935 Diehl Fans include 16, 12, 10 and 8 inch sizes. In addition to the hand- 
some standard finishes, there are also the beautiful chromium plated, 6-blade 
10” Oceilieting Fan—Bleck Finish with models in 16 and 12 inch sizes. Equally in line with advanced design are the 

Crass Blades Diehl ceiling fans, Wind-O-Vent kitchen fans, exhaust and ventilating fans. 





All in all, the 1935 Diehl Fans form a group that any jobber or dealer can 
genuinely welcome. It is backed by a half-century’s reputation for quality 
fans, a nation-wide chain of district offices and warehouse stocks, new display 
material, effective consumer literature and active trade and consumer adver- 
tising. Write for the new 1935 Diehl Fan Catalog to Diehl Manufacturing 
Company, Elizabethport, New Jersey, or to District Offices in Atlanta, Bos- 
ton, Chicago, Dallas, New York and Philadelphia, or Sales Representatives 
in Cleveland, Detroit, Los Angeles, Pittsburgh, St. Louis and San Francisco. 


DIEHL MANUFACTURING COMPANY 


Electrical Division of 


THE SINGER MANUFACTURING COMPANY 


DIEHL FANS 


1088 





16” Oscillator, Chromium Finish 
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High Speed Iron 


Rated at 1000 watts, this new domestic 
iron reaches the proper temperature al- 
most immediately and remains hot while 
on. With a sole plate measuring 27 sq. 
in., the ironing surface is unusually large. 
More actual ironing can be accomplished 
per stroke than with the average iron. Its 
pointed nose gets into difficult folds while 
the free-action handle makes quick work 
of sleeve ironing. A new type heel-rest 
securely holds iron when operator stops 
to change pieces. Finished in heavy 
chrome, the iron is attractive in appear- 
ance as well as serviceable. Priced at 
$7.95 and equipped with the manufac- 
turer’s tug-proof cord set, an automatic 
model is available in two weights—4% 
Ibs. or 6 lbs. For $3.95 a standard, non- 
automatic type can be obtained. Thomas 
A. Edison Laboratories, Orange, N. J. 
Electrical Wholesaling, January, 1935. 





Luminous Tube Transformer 


Newly designed for luminous tube 
signs, this No. 721-111 transformer is 
over an inch narrower than previous mod- 
els—the width being only 4%”. The case 
is handsomely formed with smooth 
rounded corners. It is drawn from a 
single sheet of rust-resisting copper bear- 
ing steel which is finished by galvanizing 
and enameling. Core is made of high 
silica non-ageing steel. Coils are vacuum 
treated and imbedded in processed com- 
pound to insure highest dielectric 
strength, and rapid heat conduction which 
insures operation with unusually slight 
heat rise. These transformers also have 
the manufacturer’s patented balanced 
mid-point grinding—specially processed 
porcelain bushings, rubber-gasketed, sim- 
plified mounting brackets, and are listed 





by the Underwriters’ Laboratories. Jef- 
ferson Electric Co., Bellwood, I1l.—Elec- 
trical Wholesaling, January, 1935. 


Prismatic Window Reflector 


An intricate arrangement of new re- 
flecting and refracting prisms provides 
greater efficiency in the new No. 916, 200 










watt show window reflector. Durability 
and permanence, which are characteristics 
of prismatic lighting equipment, add to 
the desirability of this new unit. It is 
designed especially for flush mounting in 





false ceilings of show windows and can 
be furnished complete with finishing ring 
for plywood ceilings or with finishing 
and plaster rings for plaster ceilings. A 
variety of holder types are available to 
permit mounting on grooved porcelain 
socket, %” pipe or outlet box. Flush in- 
stallation is further simplified by the bot- 
tom flange of the unit being circular thus 
requiring no irregular shaped hole for 
installation. Holophane Co., Inc., 342 
Madison Ave., New York City.—Electri- 
cal Wholesaling, January, 1935. 


Outdoor Weatherproof 
Floodlight 


This G-type floodlight is now available 
with Pyrex heat-resisting lenses in red, 





green, blue, and amber. The relamping 
of this unit is made simple by loosening 
the two toggle bolts shown in the illus- 
tration. It can be relamped with one hand 
without removing the entire lens holder 
from the floodlight. This unit also has a 
focusing mechanism for adjustment to 
the desired beam and can be_ used 
with G-30 floodlight bulb, either 250 or 
400 watt. Bright Light Reflector Co., Inc., 
100 White St., Brooklyn, N. Y.—Electri- 
cal Wholesaling, January, 1935. 


What's 








New 


Range Receptacle 


Features of the 
No. 3826 range 
receptacle include 
a glossy black 
Templus casing, 
solderless connec- 
tions, 44” and 1” 
knockouts with 
cable clamp in 
bottom and back. 
It is designed to 
take the maker’s 
3827 grounding 
strap, which pro- 
vides a grounding 
means for recep- 
tacle when me- 
tallic cable cord 
sets with grounding prongs are used. 
Listed as standard by Underwriters’ Lab- 
oratories, the receptacle has a rating of 
50 amp., 250 volts. Bryant Electric Co., 
Bridgeport, Conn. — Electrical Whole- 
saling, January, 1935. 








A.C. and D.C. Contactors 


These d.c. and a.c. contactors which 
have been used for several years in con- 
trol assemblies, are now available as sepa- 
rate units. They can be used as control 
contactors for motors,’ for disconnect 
purposes in conjunction with suitable 
auxiliary switches, for electric ovens, 
various other electric control applica- 
tions and for special control panels. High 
contact pressure with low operating and 
holding currents in the coil are among 
the features claimed for these contactors. 
Auxiliary silver-to-silver contacts are 
furnished as standard equipment for 
mairitaining the coil circuit when momen- 
tary push button control is used. Addi- 





tional normally open or normally closed 
auxiliary contacts can be furnished when 
required. Ward Leonard Electric Co., 
Mount Vernon, N. Y.—Electrical W hole- 
saling, January, 1935. 








Merchants are Modernizing 


their Show’ Windows with 
Wy Vina-Colslossty Ach al-Wamm Ej odatabate 
Be the first to SELL these two NEW 


N 
os 









Golden Armored 





Most Light on Most Important Part of Display 


“Attraction-Zone” lighting is good general show window 
lighting, that has a much higher intensity on that part 
of the display that sells the most goods! This idea, 
originated by Curtis Engineers in 1920, used X-Ray 
Interior Floodlights to supplement the regular window 
lighting and “high-light’” the display. 


35%, to 50% More Light .. Same Operating Cost 


Now Curtis Engineers have ingeniously designed two 
new X-Ray Reflectors that produce this combined light- 
ing all from one type of unit. They use the same 150 
and 200 watt lamps as old style reflectors, yet provide 
35% to 50% MORE light in the “Attraction-Zone”’ ! 


Merchants Can Afford to Replace Old Reflectors 

























o. 530 “Monarch” 
200 Watt 


No. 420 “Master” 
150 Watt 








Dia. 854” — Ht. inel. holder Dia. 9%” — Ht. inel. holder because brighter windows stop more shoppers... sell 
7 9/16”. Std. Pkg. of ten re- 9 1/16”. Std. Pkg. of = aa more goods and sell it FASTER. X-Ray “Attraction- 
flectors and holders weighs 20 flectors and holders weighs 2 , ” : . ee 

Ibs. CopzE Worp: MASTER. lbs. Cope Worp: MONARCH. Zone” Reflectors are installed on same sockets as old 


equipment ... use same size lamps... have same operat- 


Price Each $3.75 
(Holder is included) 
For recessing above ceiling use 
Finishing-Flange No. 10517. 
Plaster-Ring is No. 14027. 


Price Each $4.75 
(Holder is included) 
For recessing above ceiling use 
Finishing-Flange No. 14026. 
Plaster-Ring is No. 14028. 


ing cost...no new wiring needed!! 


Ask Curtis Engineers about “Attraction-Zone” Lighting. 
Talk it to your Customers—be the FIRST to 


sell these New X-Ray Reflectors! 


Curtis Lighting 


New York CHICAGO 


Engineers in principal cities 







Louver is No. 12420. Louver is No. 12531. 


Reflectors have round bottoms for ease in recessing. 


@ Tue “Arrraction-Zone” is that part of the show window 
the passerby first sees out of the “corner of his eye” without 
realizing he is looking. This attracts his attention, causing him 
to consciously look at the display. 


Toronto 






This is 
“Attraction-Zone’ 
Lighting .— 
New—Modern 


Concentrates Attention on 
the Merchandise! 





This is 
Sa Obacbbat-ban ae ables aba bate, 
Old-Style 


does not get attention 
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Copper Clad Toaster Element 


This new univer- 
sal renewal element 
for table type toast- 
ers makes an old 
appliance up-to-date 
by embodying fea- 
tures not originally 
included. The ele- 
ment is entirely en- | | 
closed in an insu- i | 
lated copper housing, eliminating the 
unsightly exposed wires, which also act 
as crumb catchers. It allows the toaster 
to be cleaned without danger of injury 
to either the wire or mica. Construction 
permits heat to be retained and evenly dis- 
tributed over the perfectly smooth sur- 
face. Highly polished chrome plate finish 
gives toaster, when opened, an entirely 
new and unique appearance. Has adjust- 
able attachments which permit it to be 
used in most toasters now on the market. 
Manufacturer claims it makes toast 
cheaper due to low wattage and speedier 
operation. Long lead wire provides for 
either side or center connected toasters 
with lava protectors. Available in either 
110 volt or 220 volt. List price $1.00. 
Sheridan Electro Units Corp., 3243 So. 
State St., Chicago, I1l—Electrical Whole- 
saling, January, 1935. 


30 Amp. Visible Blade Switch 
This new type of 30-ampere switch is 
an addition to the manufacturer’s 80,000 





line. The new switch has an elevated re- 
movable base for simplified wiring, sim- 
ilar in construction to the 50,000 line, in- 
troduced about a year ago. The switch 
has a front operating handle and the 
cover opens down instead of at the side. 
Blades are visible. The unusual con- 
struction permits a smaller enclosure 
than for the conventional type of visi- 
ble blade switch. Instead of having the 
usual bulge, the cover design is mod- 
ernistic with beveled edges. This de- 
sign is obtainable in 30 amp. 2 and 3-pole 
fused and unfused and 3 and 4-wire solid 
neutral. Square D Co., Switch & Panel 
Division, 6060 Rivard St., Detroit.— 
Electrical Wholesaling, January, 1935. 


High Rate Battery Charger 


The use of larger and higher compres- 
sion engines, dual electric horns, more 
powerful lights, auto radios, etc., has 
imposed such a drain upon the car bat- 
tery that a much faster charging rate is 
necessary than heretofore. The new 
“Hi-Rate Homcharger” is designed to 
meet these changed conditions, and starts 
charging at approximately 10 amps., 





this rate automatically dropping as the 
battery becomes charged. Thus, even 
though the charger may be left connected 
to the battery indefinitely it cannot harm 
it. This new model will actually re- 
charge any average battery overnight, at 
a total cost, in most localities, of only 
a nickel. A clamp-on receptacle in- 
stalled on the car’s dashboard requires 
no tools, and needs but a single connec- 
tion to the ammeter terminal in rear of 
the dash. This wire with the necessary 
clamp-on connection is furnished mak- 





ing it possible to install and connect the 
charger to any motor car in a minute’s 
time. Automatic Electrical Devices Co., 
324 East Third St., Cincinnati, O.— 
Electrical Wholesaling, January, 1935. 


Phonograph Pick-Up 

In addition to the light weight and 
high fidelity, which are characteristic of 
crystal pick-ups, the manufacturer claims 
other advantages for this model. Built- 
in sponge rubber suspension insulates the 
pick-up speaker and motor vibration, 
and a “vertical pivoting’ arrangement 
reduces friction to a minimum. While it 
was developed primarily for use in the 
radio combinations of this manufacturer, 
the pick-up will also be sold separately to 





dealers and distributors. Ansley Radio 
Corp., 240 W. 23rd St., New York City. 
—Electrical Wholesaling, January, 1935. 


Candle Flame Lamp 


For use in wall brackets, torchieres, 
candelabras, electric candle sticks, chan- 
deliers, funeral chapels, churches, altar 
lights, menorahs, crystal table displays, 
theatres and hotels, the “Nalco” candle 
flame lamp is inexpensive and economi- 
cal. Manufacturer claims that it is the 
only small lamp giving a candle flame 
effect that fits in a regular socket. Con- 
suming only 10 watts, it can be furnished 
in either clear or frosted glass, or in 
candle flame effect (white with yellow 
tip). Illustration is one-third actual 


size. The candle flame lamp has been 
thoroughly tested under various condi- 
tions and has a guaranteed burning life 
of one thousand hours. North American 
Electric Lamp Co., 1151 South Broad- 
way, Saint Louis, Mo.—Electrical W hole- 
saling, January, 1935. 


Single-Filament Auto Lamp 


Mazda 1321 is a new prefocused, single- 
filament automobile lamp developed for 
spotlight and auxiliary driving light serv- 
ice. The use of the prefocused base with 
the new single-filament construction in- 
sures more accurate light control, and 
makes possible the design of smaller 
auxiliary equipments in keeping with the 
modern trend toward streamlining. The 
new lamp is rated at 32 candlepower, has 
6-8 volt filament. General Electric Co., 
Incandescent Lamp Dept., Nela Park, 
Cleveland, O., and Westinghouse Lamp 
Co., Bloomfield, N. J. —Electrical Whole- 
saling, January, 1935. 


Ground Rod Driver 


The necessity for soil treatment to re- 
duce ground resistance is often e’imi- 





nated by using rods from 10 to 15 ft. in 
length, and this improved ground rod 
driver has been designed to overcome 
the difficulty of driving rods to these 


depths. Wedges of the driver are 
smooth-faced and have a large bearing 
surface, so that the rod is not marred or 
marked in any way. Chuck and hammer 
are symmetrical; therefore, the blow is 
symmetrical, eliminating whipping of rod 
and minimizing the danger of bending. 
Chuck can be operated at any height 
from ground. Long rods can be driven 
with the chuck close to the ground, leav- 
ing minimum unsupported length of rod 
between chuck and ground, reducing the 
possibility of bending. This feature makes 
it possible to drive long rods of a small 
diameter. When top of rod is about 2% 
ft. above ground level, another rod of 
the same diameter as driven rod can be 
inserted in chuck and the driving opera- 
tion continued until original rod is below 
ground level. In addition, the chuck 
forms a hole in the ground large enough 
for clamp to be installed and tightened 
in place. Rods may be driven at any dis- 
tance from the pole, in solid undisturbed 
earth, by one operator who stands on the 
ground. Hubbard & Co., Pittsburgh, Pa. 
—Electrical Wholesaling, January, 1935. 
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Now approved for use with 


PROTECTIVE 
SIGNALLING 
SYSTEMS 


The Underwrit- 
ers have now 
approved AN- 
SONIA bells 
for use with 
protective signalling  sys- 
tems. These bells have prov- 
en their dependability for 
the most exacting service 
applied to fire alarms, sprin- 
kler alarms, police signals, 
and any other systems 
where reliability and long 
life are de- 
manded for 
operation on 
either direct 
or alternating 
current. 





No. 642 





No. 643 


Manufactured 
by 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


ANNUNCIATORS—BELLS—PUSH BUTTONS 
WEATHER-PROOF AND SLOW-BURNING 
WIRE AND CABLE 
MAGNET WIRE—ANNUNCIATOR WIRE 
DAMP-PROOF OFFICE WIRE 
ANTENNA WIRE 


SEND FOR FREE BULLETINS 


The Ansonia Electrical Co., 
Ansonia, Conn. 








Gentlemen: 


Send me copies of your free bulletins 
and price lists of Ansonia annunciators, 
bells, and pushes. It is understood that 
I incur no obligation whatsoever. 


CO 6. e6 00:80:66 6006606 COR aD KRCCEs 
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Oscillating Fan 


No. 360 is a new 12” induction oscillat- 
ing fan, non-radio interfering, for oper- 
ation on 110 volt a.c. current only. It 
has a cast iron base that can be mounted 
on the wall, if desired, and is equipped 





with a slip clutch oscillator, which is 
also adjustable for non-oscillating opera- 
tion. The guard is cadmium. Finish of 
fan is black, with four aluminum blades. 
This fan displaces 770 cu. ft. of air per 
minute and consumes only 48 watts. It 
is equipped with two-speed toggle switch, 
8 ft. cord and rubber plug. List price 
$14.75. Signal Electric Mfg. Co., Me- 
nominee, Mich.—Electrical Wholesaling, 
January, 1935. 


Gas and Electric Range 


This model 1450G combination range is 
52” left to right, 24” front to back and 
has a 36” cooking top. The range is en- 
tirely porcelain enameled in ivory or 
white porcelain or marbleized finishes. 
It has four surface burners which may 
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be the 8” open “Speed Heet” type or 
KAY-67 enclosed type, or any combina- 
tion of these two types. A standard unit 
cooker may be substituted for the rear 


| right hotplate on order at extra charge. 


Oven is porcelain enamel lined, 16”x18”x 


| 14” and has temperature control and time 
| control. The two burners at right are for | 
| gas and gas piping is all concealed, leav- 
ing two gas control valve handles con- | 
veniently placed at the front. This range | 
has been designed for use in places where | 


gas is desired on account of low rates. 
Standard Electric Stove Co., Toledo, 
Ohio. 
1935. 
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FREE- 
CUTTING 


CLAYTON MARK 
AND CO. 


OPERA BUILDING 
CHICAGO, ILLINOIS 
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LOOK AT 
PROHT 


Hardware dealers everywhere 
find the "Klein Line" a ''Profit 
Line." The standard of qual- 
ity—the standard of value— 
linemen, electricians, good 
mechanics demand Kleins. 
New packaging—new display 
—Klein Pliers will flash up dis- 
play cases and Kleins now sell 
themselves. Complete stocks 
of Kleins in dealers’ hands 
means bigger sales, more 
profits. Be sure to ask every 
hardware dealer, “how about 


Kleins?" 


Distributed through jobbers. 





RUT 


Mathias & Sons 


Sales of Radio Sets Attain 
All-Time High During 1934 


Although all previous records were 
outdistanced during 1934, current indi- 
cations reveal a stronger uptrend of 
demand during the first quarter of 
1935, with some new peaks to be estab- 
lished during the last six months of 
that year, according to a survey of the 
radio industry, which has just been 
completed by Dun & Bradstreet, Inc. 


In spite of the encouraging progress 
made during the first six months of the 
current year, the increase in sales has 
been abrupt since the new models were 
displayed early in the Fall. In the com- 
parison with the totals for the corre-’ 
sponding period of 1933, losses were 
reported in no parts of the country, 
while the increases ranged from 25 to 
100 per cent. The cheaper sets have 
been bought freely, but the proportion 
is not so large as it was last season, as 
there has been a decided shift to the 
higher-priced all-wave sets during the 
last three months. Based on the returns 
for the elapsed 11 months with the 
returns of the Christmas season yet to 
be tallied, it is estimatéd that sales for 
the country, as a whole, average 40 
per cent larger than for the compara- 
tive period of 1933. This would bring 
total sales for 1934 around 5,350,000 
sets, as compared with the previous 
peak of 4,438,000 units set down for 
1929. 


From 60 to 65 per cent of the units 
sold represented replacements, which 
is about the same ratio as in 1933, as 
new enthusiasts are being added daily 
to the country’s radio audience. Con- 
siderable replacement business has been 
received from agricultural districts, 
where sales had been few for more than 
three years, Owners now turning in 
their old sets for the new all-wave 
models. The many pay-offs during the 
year, which gave consumers money 
which had been considered lost, the 
higher prices for cotton, tobacco and 
the general run of farm products, which 
placed more cash in agricultural dis- 
tricts than in five years, and the steadier 
trend of employment have permitted 
deferred desires for radio ownership to 
be satisfied to the freest extent possible 
since 1929, 


The increased hours of leisure, the 
perfection of the all-wave receivers, 
and especially the improvement and 
extension of broadcasting programs 
have been responsible for the unprece- 
dented expansion which interest in the 
radio has attained this year. Unques- 
tioned proof of the growing popularity 
of this form of entertainment and 
instruction is provided by the record 
sums of money being spent for time 
on the major networks of the country. 





3200 Belmont Ave., Chicago 














Getting Ahead: J. E. Wright, who has 
been recently promoted to operating man- 


ager, General Electric Supply Corp., 
Grand Rapids, Mich., is reported to be 
doing a “swell” job. 





In October, the highest sales in 
broadcast history were reached at 
$4,527,000, a gain of 59.0 per cent over 
the 1933 comparative figures, and 49.1 
per cent higher than in October, 1932. 
For the 10 months of 1934, these sales 
amounted to $33,780,000, or 38.8 per 
cent ahead of the 1933 comparative 
figures, and 2.2 per cent in excess of the 
1932 total, which represented the all- 
time high. This increase has enabled 
some of the broadcasting companies to 
declare extra dividends, while others 
are planning to take care of accumu- 
lated dividends, as profits now gener- 
ally have replaced the losses of 1932 
and a part of 1933. 

Wide fluctuations in prices have been 
absent since last Spring, and the cur- 
rent level is holding steady at 10 to 25 
per cent higher than at this period a 
year ago. The present firmness, how- 
ever, is inclining upward, and advances 
already have taken place in some of the 
medium and better grades of console 
types of all-wave sets. The popularity 
of the smaller radio sets, however, ap- 
parently is waning, as the price inclina- 
tion in this division is downward. 
Manufacturers thus far have succeeded 
in withholding from retailers most of 
the increases which have resulted from 
the higher operating costs under the 
code. As this policy, however, has 
made heavy inroads on profits, substan- 
tial upward revisions may become 
necessary next Spring. 

The status of general collections is 
reported as the most satisfactory that 
has obtained since 1929. In the retail 
division it has been particularly satis- 
factory, and wholesalers have received 
payment in full on some old accounts 
which were carried over from last year. 
Collections on deferred-payment sales 
have been kept up to date in most dis- 
tricts, with repossessions the fewest in 
many years. 















January, 1935 





ELECTRICAL WHOLESALING 47 





RCA Victor and Radiotron 
Companies Consolidated 
RCA Victor Co. and RCA Radiotron 
Co., the two wholly owned manufac- 
turing subsidiaries of the Radio Corp. 
of America, were consolidated on Janu- 
ary 1 into a single organizatin, RCA 
Manufacturing Co., Inc. The consoli- 
dation has been made primarily for con- 
venience of operation, according to 
David Sarnoff, president of RCA. 
Present officers and management will 
continue in their respective positions, 
and the factories at Camden and Har- 
rison, N. J., will continue their opera- 
tions as at present. Trade-marks on 
the products manufactured by these 
companies will be continued through 
the establishment in the RCA Manu- 
facturing Co. of two divisions, the 
“RCA Victor Division” and “RCA 

Radiotron Division.” 


v 


Ilg Appoints Representatives . 

The Ilg Electric Ventilating Co. an- 
nounces the appointment of the follow- 
ing representatives: N. J. Bigham, 
Y. M. C. A. Building, Des Moines; 
Geo. C. Mittauer, 4966 Hamilton Ave., 
Omaha, and P. E. Ebersole, 214 S. 
Victor St., Tulsa. 


v 
New Chicago Representatives 


for Clifton Conduit 


Ellman & Zuckerman, manufacturers’ 
representatives, of Chicago, announce 
their appointment as sales representa- 
tives for the Clifton Conduit Co. On 
December 15 their office and warehouse 
was moved from 32 to 119 So. Jefferson 
St. 

Vv 


Van Cleef Bros. Appoint 
New England Representative 
The Service Sales Corp., Boston, 

Mass., have been appointed as New Eng- 
land representatives of Van Cleef Bros., 
Chicago, manufacturers of Dutch Brand 
products. A complete stock is being 
warehoused at 52-54 Brookline Ave. 








Bring 'Em On: and H. G. Griffith, W. 


L. Colley and Gordon Brent will prove 
that the counter force of Braid Electric 


Co., Nashville, Tenn., is set for all 


comers, 




















PROFIT IN EVERY FIELD OF WIRING PRACTICE/ 
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Example: See how Wiremold cleans up this 


RADIO 
MESS... 
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GROUND WIRE 

















and creates... 


NEW 
JOBS! 


Here, too, Wiremold 
develops opportunity 
for new business! 


243-A 








ANTENNA WIRE 
GROUND WIRE 


POWER WIRES 

















NOTHER demonstration of 200 
Wiremold’s great versatility RADIO POWER 
PLUG PLUG 


and usefulness in meeting all con- 
ditions. Wherever there is a wiring 
problem you can always depend 
upon Wiremold for a simple, prac- 
tical solution! 


THE WIREMOLD COMPANY, Hartford, Conn. 


POWER 
WIRES 


ANTENNA WIRE 
GROUND WIRE 
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NOW that the National Housing Act has 
made possible Repairs and Remodeling 
—the Latrobe line of floor boxes are of spe- 
cial importance to all contractors. 


Because they are so easy to install, so com- 
pact and so mechanically rugged, the No. 300 
No. 330 Latrobe 


Latrobe midget floor receptacle and box and (fom Thumb 
e 
the No. 330 Latrobe Tom Thumb Utility Out- For use tn wood floors, 


mantels, baseboards, 


let contribute much to the low cost of re- show windows, and other 
d installations vie — 
iri H H it orl moisture or mechanica 
wiring and of installing additional wiring. ete ae oe 
signed to furnish a neat, 
compact general purpose 

outlet. 





_— FULLMAN 
| MEG. 6 O. 


The only non-watertight floor receptacle and 
box on the market approved by the Under- 


writers’ laboratories for installation in wood LATROBE PA. 


floors. 












Lunch Time: As shown by the clock, so 
H. G. Cook, service supervisor, Graybar 
Electric Co., Grand Rapids, Mich., was 
probably departing for a nearby restau- 
rant when the camera “caught” him. 











MANUFACTURERS OF QUALITY FLOOR BOXES AND WIRING SPECIALTIES 




















THIS outstanding leader 
means additional fan 
sales for you. Write 
now for our 1935 Fan 





: ‘ Presentation and you'll 
tu a minute ' see why. 
’ SIGNAL ELECTRIC MFG. CO. 
with only a whenche Menominee, Michigan 


BURKADY OFFICES IN PRINCIPAL CITIES 


ENGINEERING CO., INC. 


305 EAST 451n STREET, NEW YORK 


MNgents Everywhere 














Time Payment Charges Reduced 
on General Electric Appliances 
A reduction in carrying charges on 
budget plan purchases of General Elec- 
tric appliances amounting to $100 and 
less has been announced by G. F. 
Mosher, president of the General Elec- 
tric Contracts Corp. These reductions 
benefit purchasers of smaller sizes of 
refrigerators, home laundry equipment, 
radios, vacuum cleaners, and other G. E. 
appliances. 

The announcement comes at the end 
of the second year of operation of the 
General Electric Contracts Corp., which 
was organized by the General Electric 
Co. to finance time payment sales of 
company products. 

v 


Novel Short Wave Dial Log 


Applying the principle of the circular 
slide rule, a Crosley radio engineer has 
worked out a novel circular short wave 
dial log of all the principal short-wave 
stations in thirty-four countries. The 
outstanding feature of this dial log is the 
fact that with a single setting of the 
rotating arm, the days of the week, hours 
of broadcasting, call letters, kilocycles, 
city and country in which each station is 
located, all appear in a straight line 
through a cutout in the arm and can be 
read at a glance. 

v 


Trade Commission Acts Against 
Refrigeration ‘Mystery Book" 
Home Research, Inc., Atlanta, en- 

gaged in the sale of advertising matter, 

has been ordered by the Federal Trade 

Commission to discontinue circulating 

in interstate commerce a_ so-called 

“Mystery Book,” which “contains false 

and exaggerated statements to the effect 

that electric refrigeration causes foods 
to lose their nutritive value, and be- 
come contaminated and to contaminate 
other food by the gases, volatile matter 








and odors given off by the food.” 
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Recent Trade Literature 


THOMPSON ELeEctTric Co., 1101 Power 
Ave. N. E., Cleveland, O.—“The Rela- 
tion of Wealth to Economics” by Alli- 
son J. Thompson, a 63 pp. booklet dis- 
cussing money, credits and debts. The 
closing paragraph states “Much of the 
prosperity of today is due to the tremen- 
dous volume of buying-power borrowed 
from the future to be used for present 
economic activities ; and the repayment of 
that money may cause serious embar- 
rassment to future generations.” 

CONSOLIDATED WIRE CORPORATIONS, 
Peoria and Harrison Sts., Chicago, Ill. 
—Supplement to catalog 44 featuring all- 
wave antenna system for popular makes 
of receivers, also antenna accessories. 

Ou10 CarBon Co., 12508 Berea Rd., 
Lakewood; O.—“The Brush Phase of 
Motor Maintenance,” 64 pp., presents a 





practical, non-mathematical explanation 
of the causes and cure of brush, com- | 
mutator and slip-ring troubles on a.c. | 


and d.c. motors and generators and on | 


rotary converters. 

PEERLESS Evectric Co., Warren, O.— 
Bulletin 203, 6 pp., describes air con- 
ditioning equipment and controls. Bulle- 
tin 204, 4 pp., covers standard line of 
ventilating equipment. 





Classified Ads 









— 


’ FORMERLY BRANDED MILFLEX t 


s MILFORD FLEXIBLE 
DUPLEX U.S.A. 

















Fine teeth start the cut at ANY 
angle on the first stroke 


It's the ELECTRICIANS SPECIAL 
Easy Starting Blade! 


Superior to any blade for cutting BX, wire 
mould, conduit angles, etc., yet sells at the 
regular price. A small stock gives quick 
turnover—good profit. You can sell these 
blades to every contractor on your books. 


Regular pitch teeth take up cutting smoothly. 
Ripping teeth, catching in corners eliminated. 


Send for Sales Promotion Material 


THE HENRY G. THOMPSON & SON CO. 


Est. 1876 NEW HAVEN, CONN. 

















Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 





Positions Wanted 


"Stormy Weather" Executive Wants a 


New Job! A young, sensibly modern 
advertising and sales executive employed 
by a nationally known manufacturer who 
increased this firm’s sales during the de- 
pression, wants a new opportunity for 
his energies. This man is well educated, 
has a pleasing personality, is a forceful 
writer and talker, knows the mechanics 
of advertising and is a sound, practical 
merchandiser. This advertisement was 
inserted by a business man well known 
in the electrical field who is unselfishly 
interested in seeing this capable advertis- 
ing and sales executive progress and, at 
the same time, benefit the head of some 
other business who needs new blood in 
his organization to help take advantage 
of a coming prosperity. Address Box 
12, ELectrICAL WHOLESALING, 330 W. 42nd 
St., New York City. 


Lines Wanted 
Surplus Stocks Bought Up: We will pur- 


chase your slow-moving and surplus stocks 
of electrical supplies, wiring material, 
motors, lighting fixtures, condulets, etc., in 
any quantity if the merchandise is desir- 
able. Send us an itemized list and we will 
make you our cash offer. Address Box 11, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 













Patents 
Pending 


New Fool-Proof 
Strain Relief 


A New HOOK 4} 


to Increase 
Your Portable 
Guard Sales 











e Flat 
Handle that 
Hooks Anywhere 
























Here is a new 
and different 
portable guard 
feature to talk 
about and dem- 
onstrate. The 


Extra open hook-handle is 
al broad, flat and wide. 
Welded It fits scores of places 
Non-Rolling that the old wire hook 
Cage would not fit. Hooks, 


-2 and stays put, on a bench 
_ ,top, over a pipe, between 
joints —and it will stand 
upright as readily as it will 
hang. Makes the portable guard 
twice as handy as ever before. 
Has many other talking points, 
too! Extra heavy, electric- 
welded, double plated cage. New 
strain-relief, stronger, easier to 
wire, relieving all strain on socket 
connection. 


The new McGill Catalog tells the 


Hook-Handle whole story—write for your copy. 


Models 


ESTABLISHED 1 





VALPARAISO - INDIANA 
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NEW PACKAGE 








Sell | 
JUSTRITE | 
PUSH CLIPS! 


Justrite Push Clips are now being 
merchandised through the use of a 
new, sales-creating counter display 
carton. 
Your dealers will welcome this color- 
ful display carton—it will make sales 
for them! 
Sell your dealers —there’s an assort- 
ment of different colored clips to match 
cords or woodwork—lIvory, White, Old 
Gold, Dark Brown, Dark Red and 
Green—8 clips to a card and 36 cards 
to a carton. 
Justrite Push Clips offer you a long 
discount, good profit, and quick turn- 
over. 

Write us for our proposition today. 


JUSTRITE MFG. CO. 
2045 Southport Ave. CHICAGO 


WOLVERINE 
SOLDERING 
LUGS 


*Larger Contact Area 
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NEW AnD DIFFERENT 


& 
VOGUE COPPER-CLAD 
TOASTER ELEMENT 


a OPENS A NEW 
PROFITABLE MARKET 


The most practical 
toaster replacement ele- 
ment ever designed. Ele- 
ment is entirely enclosed 






in an insulated copper 
= housing, eliminating the 
! unsightly exposed wires, 
1 | which also act as crumb 
catchers. Allows the 
toaster to be cleaned 
without danger of injury to either the wire or 
mica, ——s impossible. Heat is retained 
and evenly distributed over the perfectly 
smooth surface. 
Furnished in highly polished Chrome Plate, 
giving the toaster when opened an entirely new 
and unique appearance. 
Adjustable for use in most toasters now on the 
market. 110 and 220 Volts. 


VOGUE COPPER-CLAD UNITS 
MAKE PROFITS 


A flat-iron replacement element 
which is entirely encased in 
copper, eliminating breakage, 
shorts, and greatly increasing 
the element’s life by cutting 
down oxidation of the nichrome 
wire. Element has _ highest 
grade mica and only genuine 
nichrome wire. Fool-proof— 
anybody can install it with ease 
—no danger of element being 
shorted. 32, 110 and 220 Volts. 


You can make profits by sell- 
ing the Vogue Copper-Clad flat- 
| ——* iron replacement elements as 
ee well as other Vogue replace- 
Pat. Pend. ment heating elements. 


Write for catalog showing complete line. 


SHERIDAN ELECTRO UNITS CORP. 
$243 So. STATE ST., CHICAGO, ILL. 














Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 

Wires 
The Holyoke Company, Inc. yw 
720 Main Street Holyoke, Mass. 











WOLVERINE SPLICING SLEEVES 


*More Types *Greater Stocks 


*Higher Capacity 7 by Public 


*The “Wholesalers’ Line’ 


WOLVERINE 








SHERMAN 
RIGID 
GROUND 
FITTINGS 














TUBE COMPANY 


1441 Central Avenue, Detroit i. B. SHERMAN MFG. CO. 
Representatives in Principal Cities BATTLE CREEK, 





The Fitting GF4 is a solderless fitting for 
bare or insulated wire with a range of 
sizes from No. 4 Stranded to No. 8 wire. 
Snubbing action of indented groove in 
assembly assures tight contact. Bosses on 
sides of bolt slots for clamping pipe pre- 
vent back washer from slipping out. Pipe 
clamp may be reversed for use with 
ground rod. Send for Trade Bulletin No. 
12 giving data on complete line of fittings. 


Sold through Jobbers 
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MANUFACTURED BY 
PLYMOUTH RUBBER COMPANY lnc. 
CANTON, MASS 


CANTON, MASS. U.S.A. 
PLYMOUTH RUBBER COMPANY. Inc. 


Sold Thru Wholesalers 















FRIENDSHIP 
or SALESMANSHIP 


WHICH MAKES THE MOST SALES ? 


“T can't sell that buyer—he’s too friendly 
with ‘John Competitor.”’ Every salesman 


has, at times, felt that way about some ac- 
count he couldn't “crack.” 


What is the best thing to do about such a 
situation ? 


Probably most of us are influenced by the 
same general motives so put yourself in the 
buyer’s place. Do you buy most of your in- 
surance, your clothes, your groceries, your 
automobile tires and the like from the fellows 
you have known for years—possibly went to 
school with—the ones you consider your very 
best friends? 


The chances are you would rather give 
such friends the “breaks” but you actually do 
only when they can give you a little better 
service, or quality, or a more convenient 
source of supply than others. 
fact? 


Isn’t that a 





THE 





BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


A Division of the McGraw Electric Company 


Looking at it this way we see that maybe 
it isn’t ONLY friendship that is giving “John 
Competitor” the edge — probably he is also 
giving real service and doing a good selling 
job to boot. But just talk in general about 
the products you handle is certainly not going 
to overcome such a combination of friendship 
and service. You will have to offer this buyer 
some real good reasons why he should buy 
from you instead of his “friend.” 


Get the idea? Pick out a good item like 
BUSS SUPER-LAG fuses. Read up on the 
story that is shown on the BUSS price sheet. 
Get it down pat. Then go in and show the 
buyer just how BUSS SUPER-LAG fuses 
can save him money, time and trouble. 


Don't spray all over the landscape with a 


shotgun—get yourself a rifle if you want 
big game. 


FUSE 














INSERT 
THE LINK =, 


ONE FOR THE BOOK 

















SLIP ON THE 
ONE WASHER 


C PUT ON 


THE CAPS 
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\ THE FUSE IS 
NR READY FOR SERVICE 









The BUSS fuse case helps climinate costly 
poor contact and reduces needless shutdowns. 
Here's the reason: Heating due to poor con- 
tact is the cause of most fuse troubles. It 
causes fuses to char and burn up. It takes 
the temper out of fuse clips. It raises the 
temperature of the link and makes it blow be- 
fore it should. The BUSS design is so simple 
and practical that it is easy to avoid any 
chance of poor contact when the fuse is re- 
newed. 

For example: on 3 to 60 ampere BUSS fuses 
contact on the link is made by a projection 
in the cap. Vapors or molten metal are de- 








posited in the recess around this projection— 
where they cannot interfere with good contact 
when the fuse is renewed. 


There are no large openings in the end of the 
fuse case through which venting gases can 
carry smut or molten metal to the contact 
surfaces. 


Caps are made in one piece to make full 
length contact with the fuse clips. Vibration 
can’t loosen the contact the caps make on the 
link and cause heating that would burn up the 
fuse because the grip of the fuse clips prevents 
the caps from turning. 











